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ABSTRACT 
 
Serbian tourism has been developing in recent decades with the 
considerable increase in the number of international tourists. Among west 
European countries, Italy is one of the most potential tourist markets for 
Serbia. This study focuses on figuring out the image of Serbia as a tourist 
destination in Italian people‟s perception. It also aims to explore the 
influential degree of these image characteristics on travelers‟ decision-
making and the obstacles limiting Italian tourists from travelling to Serbia. 
A research instrument comprised of structured and unstructured 
methodologies was employed. The study found that Italian travelers‟ 
perceptions of Serbia are often positives although there is a lack of 
awareness about Serbia‟s destination features. 
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                                             GLOSSARY 
 
Destination In the context of this study, the term “destination” refers to large entities, 
i.e., countries, regions, or major cities, rather than individual attractions within these 
entities (Echtner, 1991). 
Destination image Different definitions of destination image and discussion of the 
destination image construct are given in CHAPTER 2. In this study, destination image 
is understood as a complex, multi-faceted construct that is the sum of interrelated 
cognitive perceptions and affective evaluations about a destination, which comprise a 
total holistic impression. 
Destination image measurement Destination image measurement is a methodology 
adopted for qualitative and quantitative assessment of perceptions that potential 
visitors hold of a destination in which they do not reside. 
World Tourism Organization (WTO) “The World Tourism Organization (WTO/OMT), a 
specialized agency of the United Nations, is the leading international organization in 
the field of tourism. It serves as a global forum for tourism policy issues and practical 
source of tourism know-how. With its headquarters in Madrid, Spain, the WTO plays a 
central and decisive role in promoting the development of responsible, sustainable 
and universally accessible tourism, with the aim of contributing to economic 
development, international understanding, peace, prosperity and universal respect 
for, and observance of, human rights and fundamental freedoms.” (www.world-
tourism.org, 2005) 
TOS- The National Tourism Organization of Serbia (TOS) was founded in 1994 as a 
government organization to promote and improve tourism in the Republic of Serbia in 
both the domestic and foreign tourism markets, with the aim of affirming the value and 
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potential of the country‟s tourist industry. TOS is the legal successor of the former 
Tourist Association of Serbia. 
 1. INTRUDACTION 
 
Destinations depend on their image for their success in attracting tourists, even if the 
image is frozen in time and no longer represents a true picture of the place. Nearly 30 
years ago, the World Tourism Organization (WTO) declared the importance of 
positive images to a country (WTO, 1979). 
Destination image is very important because it is one of the primary factors that 
tourist consider, in the selection of a particular destination. It is therefore important 
that destinations attention is directed towards the creation of a specific image. Image 
provides promotion of the destination and its attractions. As part of that promotion 
destinations can communicate in different ways and in that way destination image can 
be placed. Marketing also has a very important role because it facilitates cooperation 
among all economic and other entities that brings the tourist product closer to the 
consumers. The influence of media in creation of images is very strong. Sometimes 
the image we have in our head about something is completely different from reality.  
The process of shaping the image of a destination is very complex. It is shaped for 
long period of time and when it gains its reputation, it is difficult to change it. 
Reputation of destination is the result of already constructed image. 
Serbia has not built tourist image yet. Until the dissolution Yugoslavia was a very 
popular tourist destination with a solid image in the world. However, the advent of the 
problems in the last decade of the 20th century, made Serbia disappear from the 
tourist map of the world. The last 15 years Serbia is trying to break into the tourist 
market, but progress so far is going very slowly. One of the largest, if not the biggest 
problem is the image that was created on Serbia in the last 20 years. Although the 
number of tourists in Serbia from year to year increases, that number is still far below 
the real potential that Serbia has. The largest number of tourists coming to Serbia is 
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from former Yugoslav republics, followed by Germany, Italy and Russia. In this study, 
the main focus will be Italian tourists and how they perceive Serbia. 
Although in comparison to 2012 the number of  Italian visitors decrease for 14%, Italy 
still has second largest share of visitors to Serbia (without arrivals from the former 
Yugoslav republics) in 2013. Italy is a country in which lies a great potential to attract 
tourists to Serbia from and it deserves much more attention. Once current image is 
establish, it will be possible to start drafting a strategy for attracting more tourists, as 
well as the manner in which the image could be changed for the better and thus 
increase the share of Italian tourists in Serbia.  
The following Master‟s thesis is focused on finding out the image and opinion of 
Italian travelers on Serbia as a tourist destination. At the end, it will be possible to 
make a valuable conclusion about the real image of Serbia and what kind of opinion 
Italian people have about Serbia analyzing the data collected from the questionnaire. 
Also there will be provided some recommendations for further studies. 
 
Due to research findings it will be possible to improve Serbia‟s image as a tourist 
destination, in order to increase the attractiveness of this country. It might also affect 
the tourism marketing strategy regarding the Italian tourists. 
 
1.1. Research motivation and objectives 
 
The purpose of present study is to examine and gain better understanding of images 
that Italian travelers hold about Serbia as travel destination. The final aim is to 
suggest the best solution to position Serbia and to develop the image of Serbia 
regarding leisure tourism. The following hypotheses were made, and this research will 
attempt to prove them accurate: 
H1: Tourist who already visited Serbia have more positive image that those who have 
not 
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H2: General knowledge of Serbia is very poor, so Serbia really has no unique 
destination image 
H3: Image differences of Serbia as a tourist destination will be recognizable different 
between age groups. 
 
In this research the focus will be in answering the following questions: 
RQ1: What stereotypical images do tourists associate with Serbia? 
RQ2: What is tourists‟ perception of Serbia‟s destination attributes? 
RQ3: Does the degree of familiarity with destination affects the destination image? 
RQ4: What feelings Serbia as a tourist destination evokes? 
This research and its results are intended to bring better understanding of destination 
images and their importance for overall country benefits. 
 
1.2. Research approach and methods 
 
This study has first reviewed destination image theories and methods used in the 
literature in order to pre-select a set of main attributes to evaluate destination image 
and find an appropriate instrument to measure it. According to Reilly, (1990) to fully 
capture the components of destination image – attribute, holistic, functional, 
psychological, common, and unique – a combination of structured and unstructured 
methodologies should be used. Baloglu & McCleary (1999) discuss in detail the 
methods they used for measuring destination image, using scales of measurements 
derived from other researchers listing as their variables: overall image, 
perceptual/cognitive evaluation, affective evaluation, variety of information sources, 
types of information sources and age/education/gender. All of these elements were 
considered in this research. 
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In the empirical part, in order to answer the research questions, a survey research 
design has been used, along with comparison of already existing date from another 
researches. 
 
 
1.3. Thesis structure 
 
Following this short introduction into the research objective and methodology, the 
necessary literature review will be provided. That includes the main concepts of 
tourism destination and its image in Chapter 2. After reviewing the literature, in 
chapter 3 the study settings will be introduced, the as well as presentation and 
relevant facts on questionnaire. In chapter 4 the results will be presented and the 
researcher questions will be answered. In Chapter 5 results and findings will be 
discussed.  In Chapter 6 the conclusions will be made, as well as the limitations of 
this study and propositions for further research. 
 
 
 
 
 
 
 
 
 
 
 
\ 
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 2. THEORETICAL FRAMEWORK 
 
This chapter can be divided into two parts. The first part of the theoretical framework 
discusses the concept, elements and development of tourism destinations. The 
second part deals with destination image and its formation, way of measurements, 
cognitive and effective image, as well as Eatcher and Ritchie‟s destination image 
framework. This is a very essential part of the research, because the image has a 
great influence on tourist behaviour and decision-making 
  
2.1. The concept and development of tourist destinations 
 
“Tourism is a social, cultural and economic phenomenon which entails the movement 
of people to countries or places outside their usual environment for personal or 
business/professional purposes. These people are called visitors (which may be 
either tourists or excursionists; residents or non-residents) and tourism has to do with 
their activities, some of which imply tourism expenditure. “   As such, tourism has 
implications on the economy, on the natural and built environment, on the local 
population at the destination and on the tourists themselves. Due to these multiple 
impacts, the wide range and variety of production factors required producing those 
goods and services acquired by visitors, and the wide spectrum of stakeholders 
involved or affected by tourism, there is a need for a holistic approach to tourism 
development, management and monitoring. This approach is strongly recommended 
in order to formulate and implement national and local tourism policies as well as the 
necessary international agreements or other processes in respect of tourism.1    
Tourist destination cannot be considered as something given, constant and 
unchanging over time. Destination has its own life cycle that depends on numerous 
factors, including the variety, variability and complexity of the needs expressed by the 
tourism demand, the expansion of competitiveness, market trends and economic 
                                                             
1
 http://media.unwto.org/en/content/understanding-tourism-basic-glossary 
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systems. From the point of view of tourism demand the destination is defined as "a 
geographical context (location, small village, district) chosen by the tourist or a 
segment of tourists as a destination of their journey and that includes all the 
necessary facilities including housing, food and recreation". A place becomes a 
destination only when it is capable of interacting with the tourist demand, when in the 
destination exists a set of products, services, tangible, intangible, anthropogenic and 
man-maid attractions that are able to attract tourists. From the perspective of supply, 
the destination is an well-organized system, managed according to a clear strategic 
approach of products, attractions, services and  experiences capable of attracting 
tourist flows within a within a certain geographical place.2 
The idea of a consistent process through which tourist areas evolve has been vividly 
described by Christaller: 
The typical course of development has the following pattern. Painters search out 
untouched and unusual places to paint. Step by step the place develops a so-called 
artist colony. Soon a cluster of poets follows, kindred to the painters; then cinema 
people, gourmets. The place becomes fashionable and the entrepreneur takes note. 
The fisherman's cottage, the shelter-huts become converted into boarding houses 
and hotels come on scene. Meanwhile the painters have fled and sought out another 
periphery- periphery as related to space, and metaphorically, as 'forgotten' places and 
landscapes. Only the painters with a commercial inclination who like to do well in 
business remain; they capitalize on the good name of this former painter's corner and 
on the gullibility of tourists. More and more townsmen chose this place, now en vogue 
and advertised in the newspaper. Subsequently the gourmets, and all those who seek 
real recreation, stay away. A last the tourist agencies come with their package rate 
travelling parties; now, the indulged public avoids such places. At the same time, in 
other places the same cycle occurs again; more and more places come into fashion, 
change their type, turn into everybody's tourist haunt.3     
 
                                                             
2
 The Dictionary of Hospitality, Travel and Tourism (Charles J. Metelka, 3rd ed., Delamr, New York, 1990) 
3 W. Christaller, ‘Some considerations of tourism location in Europe: the peripheral regions – under developed 
countries - recreation areas,’ Regional Science Association Papers, 12 (1963), p. 103. 
15 
 
 2.1.1. Development of the tourist destination 
 
Destination image is a varying, evolving construct. It depends on the traveler‟s 
personality, previous experience with a destination, as well as amount and quality of 
information received about a particular destination. A number of destination image 
formation models have been proposed in the last three decades (Gunn, 1972; Baloglu 
& McCleary, 1999) that suggest that destination image is developed under the 
influence of different information sources, or agents, which can be basically divided 
into organic and induced categories, a division first proposed by Gunn (1972). 
A hypothetical cycle of area evolution Various studies have attempted to illustrate the 
various stages of resort evolution through the concept of the life cycle. However, up to 
date Butler‟s (1980) hypothetical model of resort evolution is the most widely 
accepted model suggesting that “resorts become unattractive with the passage of 
time, as visitor numbers increase and their carrying capacities are exceeded, and are 
unable to compete with other newer resorts” (Smith, 1991:192). According to this 
model the stages of resort evolution are: exploration, involvement, development, 
consolidation, stagnation and decline or rejuvenation (Figure 2-1).4 The pattern which 
is put forward here is based upon the product cycle concept, whereby sales of a 
product proceed slowly at first, experience a rapid rate of growth, stabilize, and 
subsequently decline; in other words, a basic asymptotic curve is followed. Visitors 
will come to an area in small numbers initially, restricted by lack of access, facilities, 
and local knowledge. As facilities are provided and awareness grows, visitor numbers 
will increase. With marketing, information dissemination, and further facility provision, 
the area‟s popularity will grow rapidly. Eventually, however, the rate of increase in 
visitor numbers will decline as levels of carrying capacity are reached. These may be 
identified in terms of environmental factors (e.g. land scarcity, water quality, air 
quality), of physical plant (e.g. transportation, accommodation, other services), or of 
social factors (e.g. resentment by the local population). 
 
                                                             
4
 Andriotis, K. The tourism life cycle: An overview of the Cretan case, Hellenic Open University, Greece 
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Figure 2-1: A tourist area cycle of evolution 
 
Source: Butler 
 
As the attractiveness of the area declines relative to other areas, because of overuse 
and the impacts of visitors, the actual number of visitors may also eventually decline. 
The stages through which it is suggested that tourist areas pass are illustrated in 
Figure 2-1. The exploration stage is characterized by small numbers of tourists they 
can also be expected to be non-local visitors who have been attracted to the area by 
its unique or considerably different natural and cultural features. At this time there 
would be no specific facilities provided for visitors. The use of local facilities and 
contact with local residents are therefore likely to be high, which may itself be a 
significant attraction to some visitors. The physical fabric and social milieu of the area 
would be unchanged by tourism, and the arrival and departure of tourists would be of 
relatively little significance to the economic and social life of the permanent residents. 
As numbers of visitors increase and assume some regularity, some local residents 
will enter the involvement stage and begin to provide facilities primarily or even 
exclusively for visitors. Contact between visitors and locals can be expected to remain 
high. As this stage progresses, some advertising specifically to attract tourists can be 
anticipated, and a basic initial market area for visitors can be defined. A tourist 
season can be expected to emerge and adjustments will be made in the social 
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pattern of at least those local residents involved in tourism. The development stage 
reflects a well-defined tourist market area, shaped in part by heavy advertising in 
tourist-generating areas. As this stage progresses, local involvement and control of 
development will decline rapidly. Some locally provided facilities will have 
disappeared, being superseded by larger, more elaborate, and more up-to-date 
facilities provided by external organizations, particularly for visitor accommodation. 
Natural and cultural attractions will be developed and marketed specifically, and these 
original attractions will be supplemented by man-made imported facilities. Changes in 
the physical appearance of the area will be noticeable, and it can be expected that 
not all of them will be welcomed or approved by all of the local population. As the 
consolidation stage is entered the rate of increase in numbers of visitors will decline, 
although total numbers will still increase, and total visitor numbers exceed the number 
of permanent residents. A major part of the area‟s economy will be tied to tourism. 
Marketing and advertising will be wide-reaching and efforts made to extend the visitor 
season and market area. Major franchises and chains in the tourist industry will be 
represented .As the area enters the stagnation stage the peak numbers of visitors will 
have been reached. Capacity levels for many variables will have been reached or 
exceeded, with attendant environmental, social, and economic problems. The area 
will have a well-established image but it will no longer be in‟ fashion. There will be a 
heavy reliance on repeat visitation and on conventions and similar forms of traffic. 
Surplus bed capacity will be available and strenuous efforts will be needed to 
maintain the level of visitation. Natural and genuine cultural attractions will probably 
have been superseded by imported „artificial‟ facilities. In the decline stage the area 
will not be able to compete with newer attractions and so will face a declining market, 
both spatially and numerically. It will no longer appeal to vacationers but will be used 
increasingly for weekend or day trips, if it is accessible to large numbers of people. 
More tourist facilities disappear as the area becomes less attractive to tourists and 
the viability of other tourist facilities becomes more questionable. Local involvement in 
tourism is likely to increase at this stage, as employees and other residents are able 
to purchase facilities at significantly lower prices as the market declines. Ultimately, 
the area may become a veritable tourist slum or lose its tourist function completely. 
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On the other hand rejuvenation may occur, although it is almost certain that this stage 
will never be reached without a complete change in the attractions on which tourism 
is based. In many cases, combined government and private efforts are necessary, 
and the new market may be not the all centric section of the population (which would 
suggest a recommencement of the complete cycle), but rather a specific interest or 
activity group. Ultimately, however, it can be expected that even the attractions of the 
rejuvenated tourist area will lose their competitiveness. Only in the case of the truly 
unique area could one anticipate an almost timeless attractiveness, able to withstand 
the pressures of visitation.5 
 
2.1.2. Elements of tourist destinations 
 
A destination is a geographical area consisting of all the services and infrastructure 
necessary for the stay of a specific tourist or tourism segment. Destinations are the 
competitive units of incoming tourism. Destinations are therefore an important part of 
a tourism product. In overall we know two types of destinations - destinations centrally 
managed and owned by a company or individual, and decentralized destination 
systems. The first type of destinations includes cruise ships, amusement parks, 
mountain resort, summer resorts... The second type includes destinations in the 
traditional tourist regions and cities. Points of attractions are the basis for the 
development of a destination. Attraction is a designated permanent resource which is 
controlled and managed for the enjoyment, amusement, entertainment, and 
education of the visiting public. Elements of attractions are: symbol, basic attraction, 
services, events and other visitors. Without tourist attraction there would be no 
tourism. In the essence, tourist attractions consist of all those elements of a “non-
home” place that draw discretionary travelers away from their homes. They usually 
include landscape to observe, activities to participate in, and experiences to 
remember. Yet it can sometimes be difficult to differentiate between attractions and 
non-attractions. Transportation (e.g. cruise liners), accommodations (e.g. resorts), 
                                                             
5 R.W. Butler, The concept of a tourist area cycle of evolution: Implications for management of resources; 
University of  Western Ontario, 1980. 
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and other services (e.g., restaurants) can themselves tae on the attributes of an 
attraction, further complicating the distinction between various segments of the 
tourism industry. MacCannel proposes that a phenomenon must have three 
components to be considered an attraction: a tourist, a site to be viewed, and a 
marker or image which makes the site significant. These criteria enable virtually 
anything to become a tourist attraction. Thus, “attraction” in its widest context would 
include not only the historic sites, amusement parks, and spectacular scenery, which 
are normally associated with the word, but also the services and facilities which cater 
to the everyday needs of tourist.6 
Swarbrooke differentiated typology of attractions: 
• Natural environment attractions 
• Man-made structures not designed to specifically attract visitors 
• Man-made structures specifically designed to attract visitors 
• Special events. 
A Tourist Attraction can be defined as: 
   1. A physical or cultural feature of a particular place that individual travellers or 
tourists perceive as capable of meeting one or more of their specific leisure-related 
needs. Such features may be ambient in nature (eg. climate, culture, vegetation or 
scenery), or they may be specific to a location, such as a  theatre performance, a 
museum or a waterfall.7 
   2. Positive or favorable attributes of an area for a given activity or set of activities as  
desired by a given customer or market, including climate, scenery, activities, culture:8 
(a) Man made attractions are physical structures (Sydney Harbor Bridge) or events  
(Olympics). 
                                                             
6Lew, A. A Framework of tourist attraction research, Annals of tourism research, vol.14, pp.553-575, 1987 
7
Dictionary of Travel & Tourism Hospitality Terms (Robert Harris & Joy Howard, Melbourne, Hospitality Press, 
1996) 
8
The Dictionary of Hospitality, Travel and Tourism (Charles J. Metelka, 3rd ed., Delamr, New York, 1990) 
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(b) Natural attractions are physical phenomena deemed unusual and /or beautiful 
(Bungle Bungles). 
(c) Secondary attractions have tourist appeal, but are not the primary reason for 
visiting a location. 
(d) A negative attraction is an attribute of an area that tends to make some customer 
or market choose not to visit as for example pollution or crime. 
Image is the most important aspect of a tourist attraction from a marketing point of 
view. It also has a major impact on the cognitive experience of an attraction. A 
publication by the World Tourism Organization (1980a) which outlines a research 
method for developing national tourist attraction image. The WTO approach is 
directed principally at the identification and development of a national “brand image”, 
that is, an image that readily evokes the name of the country in visitor's mind. 
Examples of such brand images include the maple leaf of Canada and the Eiffel 
Tower for France. The approach, therefore, deals with countries as tourist products, 
rather than the variety of attractions within a country. The approach suggested in this 
report is9: 
1. An exhaustive analysis of reality, involving a survey of a country's strengths 
and weaknesses in six types of resources: natural environment; sociocultural 
environment; government support for tourism; infrastructure; economy; and tourism 
planning and resource management. 
2. Determination of a suitable brand image. This is done through analysis of 
tourist motivation for visiting the country and through survey of selected groups to 
identify their image of the country. 
3. Development and marketing of the new image or corrections to old images. 
                                    
                                                             
9
Lew,  A.  Framework of tourist attraction research, Annals of tourism research, vol.14, pp.553-575, 1987. 
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2.2. DESTINATION IMAGE 
 
“Destination image is defined as a compilation of beliefs, ideas, and impressions that 
people have of a place, and this compilation is based on an information process 
derived from a variety of information sources over time, resulting in an internally 
accepted mental construct.” (Crompton 1979). 
The main attributes of a tourism destination usually are summarized as an image in 
the mind of tourists. Images are highly subjective, and enormously powerful to 
inﬂuence tourist behavior. Crompton (1992) states that tourism image is a sum of 
beliefs, ideas and impressions that a person has about a place. This definition is 
widely accepted by the academic literature and reproduction by a great number of 
authors such as Kotler. Essentially, academic differentiate between two types of 
tourism image: emitted and perceived images. On one hand, Bramwell and Rawding 
(1996, 202) determine than an emitted image 'can be conceived as the ideas and 
impressions of a place that are available for people's consideration': and actually can 
be considered as a reproduction of signs and meanings, which has been socially 
constructed and disseminated. Being a compendium of messages that are created 
consciously or unconsciously. On the other hand, perceived images are created in the 
mind of the individual, and are an interaction between these projected messages, and 
the consumer's own needs.10 
Crompton (1979) argued that a destination image constitutes the beliefs, ideas and 
impressions a person has about a certain destination. Other definitions followed a 
similar line of thought, with a general agreement that destination image refers to a 
tourist-based image (i.e. one's subjective impressions of a place)rather than a 
marketer-based image(i.e. the promoted image of destination). IN other words, the 
image people have in mind regarding a destination might not be akin to the image 
                                                             
10 Camprubi, R.; Tourism image fragmentation: The case of Perpignan; Tourism and Hospitality Research 2012 
12: 43, 2011 
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that is projected by the destination marketers. Most researches acknowledge the 
inﬂuence of destination image on traveler's decision-making regarding destination 
selection. O'Leary and Deegan (2003) mentioned that images aid travelers to 
differentiate between destinations especially when prices are comparable. 
Furthermore, achieving a preferable image is particularly critical when one wants to 
promote a remote or unknown destination. Marketing organizations must transfer the 
potential travelers from a stage of unawareness to a stage of awareness. Although a 
clear understanding of travelers‟ images is crucial for developing successful 
positioning strategies Sönmez and Sirakaya, (2002) many factors can potentially 
influence destination image. Gartner ( 1993) described a wide variety of forces that 
act separately or jointly to form a destination image in the eyes of the potential/actual 
tourist, ranging from induced sources(traditional forms of advertising generated by the 
destination or intermediary on its behalf) and autonomous sources(e.g. independently 
produced image agents such as books, movies, documentaries, news and social 
networks in the Internet) to organic sources(e.g. information gained from word of 
mouth communication and/or previous travel to the destination). Buhalis (2000) said 
that „promoting destinations essentially implies the development of communication 
channels with clientele and other stakeholders to increase awareness and persuade 
them to purchase products‟. Destination marketing organizations (DMOs) have a wide 
range of tools to use in promoting the destination, including mass media 
advertisements, participation in tourism and travel fairs, direct marketing, brochures, 
replies to people who request information about the destination and more. A recent 
study by Govers et al. (2007) found that autonomous and covert-induced agents such 
as advertising. This findings led the researches to suggest that destinations integrate 
marketing communication into channels that are usually perceived as 'autonomous'. 
There is growing evidence of a signiﬁcant increase in tourists visiting destinations 
where popular movies and television shows were set. If destination wants to take 
advantage of autonomous and convert-induced agents, the Internet can also be 
expected to play an important role for DNOs in the near future, especially in light of 
the increasing popularity of blogging and online social networks. 11 
                                                             
11 Shani, A.; Chen, P.; Wang, Y.; Hua, N. “Testing the Impact of a Promotional  Video on Destination Image 
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Table 2-1: Deﬁnitions of destination image  
Author/s Deﬁnition 
Lawson and Baud-Bovy    
(1977) 
An expression of knowledge, impressions, 
prejudices, imaginations an emotional 
thoughts an individual has of a speciﬁc place 
Crompton 
(1979) 
Sum of beliefs, ideas, and impressions that a 
person has of a destination 
Assael    
(1984) 
Total perception of the destination that is 
formed by processing information from  
various sources over time 
Phelps (1986) Perceptions or impressions of a place 
Gartner and Hunt       
(1987)           
Impressions that persons hold about a state in 
which they do not reside 
Moutinho 
(1987) 
An individual’s attitude toward the destination 
attributes based on their knowledge and 
feelings 
Calantone et al. (1989) Perceptions of potential tourist destinations 
Embacher and Buttle 
 (1989) 
Ideas or conceptions held individually or 
collectively of the destination under 
investigation 
Chon 
(1990) 
Result of the interaction of a person’s beliefs, 
ideas, feelings, expectations and impressions 
about a destination 
Echtner and Ritchie 
(1991) 
 
The perceptions of individual destination 
attributes and the holistic impression made by 
the destination 
Dadgostar and Isotalo 
(1992) 
Overall impression or attitude that an 
individual acquires of a place 
Milman and Pizam 
(1995) 
Visual or mental impression of a place, a 
product, or an experience held by the general 
public 
MacKay and Fesenmaier 
(1997) 
A composite of various products (attractions) 
and attributes woven into a total impression 
Pritchard 
 (1998) 
An visual or mental impression of a speciﬁc 
place 
Baloglu and McCleary 
 (1999a) 
An individual’s mental representation of 
knowledge, feelings, and global impressions 
about a destination 
Coshall 
(2000) 
The individual’s perceptions of the 
characteristics of destinations 
 
Murphy, Pritchard and Smith 
(2000) 
A sum of associations and pieces of 
information connected to a destination, which 
would include multiple components of the 
destination and personal perception 
 
                                                                                                                                                                                               
Change, Application of China as a Tourism  Destination”, International Journal of Tourism Research, 2009 
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National image Destination image is more than a recognizable element, it is an 
integral part of the offer, and delivers more value to a tourist destination. It is a 
decisive factor when tourist makes a commitment to travel in a specific destination.  
However, the tourist image is only one aspect of the general image that a country 
has. The discovery of tourists can lead to knowledge of other aspects of economic 
and political nature of the country. Tourists can create a picture of a tourist destination 
based on the information he has on it, based on their own experiences or the 
experiences of others. The creation of a positive image of the destination may affect 
products that this destination has, their capacity, functionality, while all together they 
provide economic and other benefits to consumers. 
 For the travel and tourism industry, national image is fundamentally important. The 
tourist board needs to „sell the country‟ to a vast international audience of ordinary 
consumers as well as a highly informed professional cadre of tour operators and 
other influencers, and the background reputation of the country ultimately determines 
whether that „selling‟ process is easy or difficult, expensive or cheap, simple or 
complex – and whether it gets gradually easier and more efficient over time, or 
whether it remains forever a struggle. A country‟s reputation determines whether its 
messages are welcomed, and whether they are believed. This is the reason why the 
concept of destination branding has become so important. The idea of „brand equity‟ 
sums up the idea that if a place, product or service acquires a positive, powerful and 
solid reputation, this becomes an asset of enormous value – probably more valuable, 
in fact, than all its tangible assets, because it represents the ability of the place or 
organization to continue to trade at a healthy margin for as long as its brand image 
stays intact. Brand equity also represents the „permission‟ given by a loyal consumer 
base for the company or country to continue producing and developing its product 
range, innovating, communicating and selling to them.  
Put simply, a destination with a powerful and positive image needs to do less work 
and spend less money on promoting itself to the marketplace, because the 
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marketplace already believes what it is telling them. It merely has to help buyers find 
and purchase the product.12                      
 
2.2.1. Destination image formation 
 
Academics have made efforts to determine which the elements that influence image- 
formation process are, Pike & Ryan (2009) in particular, to recognize and understand 
the various factors and agents that intervene in the process. Gunn (1972)explains the 
image-formation process through the model of the seven stages of tourist experience, 
where initially the tourist only has organic images based on general information about 
a place (books, journals, television, etc.).  This image will evolve to an induced image, 
when the tourist begins to actively search for information about a place (brochures, 
travel guides, websites, etc.). Both images are complementary and result in a 
perceived image of a place prior to travelling. Finally, according to Gunn (1972), this 
image will vary after travelling to the destination, becoming a complex image. Another 
example is the model developed by Balogly and McCleary (1999), which basically 
centers on determining the factors that influence tourist at the time of perceiving a 
tourist image, considering elements such as the personal and demographical 
characteristic, motivations, information sources or previous experiences. Generally, 
tourism destinations have a natural tendency to project more than one single image. It 
must be taken into account that the agents of a tourism destination (come more than 
others) emit induced images from various perspectives and interpretations of the 
reality. In this context, Selby recognizes the inter-subjectivity of tourism images as a 
factor that can influence the existence of various induces images of a single 
destination. This situation is particularly palpable if we consider that each agent 
(tourist, locals, tourism, industry, local institution etc.) has their own image of the 
                                                             
12
 Handbook on Tourism Destination Branding, ETC and UNWTO, 2009 
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destination. Thus, this fact can contribute to more than one image being emitted 
simultaneously and with substantial differences.13   
 
Figure 2-2 : Model of image fragmentation 
 
Source: Camprubi (2011) 
 
Numerous researchers across fields and disciplines agree that image is mainly 
caused or formed by two major forces: stimulus factors and personal factors. The 
former are those that stem from the external stimulus and physical object as well as 
previous experience. Personal factors, on the other hand, are the characteristics 
(social and psychological) of the perceiver. The literature review of the influences on 
destination image revealed three major determinants existing in the absence of actual 
visitation or previous experience: tourism motivations, socio-demographic, and 
various information sources. In this regard, the latter represent stimulus variables 
whereas motivations and socio-demographics stand for consumer characteristics in 
the proposed path model. The image concept has generally been considered as an 
attitudinal construct consisting of an individual's mental representation of knowledge 
(beliefs), feelings, and global impression about an object or destination. Researchers 
in several disciplines and fields agree that the image construct has both 
                                                             
13 Camprubi, R.;Tourism image fragmentation: The case of Perpignan; Tourism and Hospitality Research 2012 
12: 43, 2011. 
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perceptual/cognitive and affective evaluations. The perceptual/cognitive evaluations 
refer to the beliefs or knowledge about a destination's attributes whereas affective 
evaluation refers to feelings toward, or attachment to it.  A common agreement is that 
this depends on a cognitive evaluation of objects and the affective responses are 
formed as a function of the cognitive responses. An overall image of a place is formed 
as a result of both perceptual/cognitive and affective evaluation of the place.14 
 
Figure 2-3:  A General Framework of Destination Image Formation 
           
Source: Baloglu and McClary (1999) 
 
 
 
 
                                                             
14Baloglu, S., McCleary, K.W, A model of destination image formation, Annals of Tourism Research, Vol.26, 
No.4., pp.868-897, 1999 
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2.2.2. Destination image measurement 
 
Determining an exact meaning of the term `tourist destination image' is problematic. 
The term has been used in a variety of contexts, including those pertaining to the 
destination images projected by tourism promoters, the publicly held or `stereotype' 
image of destinations and the destination images held by individuals. As Pearce 
(1988) comments `image is one of those terms that won't go away ¼ a term with 
vague and shifting meanings'. Image is a term that has already been used differently 
in a large number of contexts and disciplines, thus creating different meanings. In 
psychology, `image' tends to refer to a visual representation, whereas in behavioral 
geography the concept of `image' is more holistic and it includes all of the associated 
impressions, knowledge, emotions, values and beliefs. Definitions from marketing, 
however, point to the attributes that underlie image and relate image to consumer 
behavior.15 
The concept of 'image' has received substantial attention by tourism researchers, 
industry practitioners and destination marketers, because destination image is a 
valuable concept in understanding the destination selection process of tourist and 
destination positioning strategy. A mental map is a concept developed by Pocock and 
Hudson. A mental map is an individual‟s knowledge of what is where in the 
environment. Mental maps are useful in predicting where people will want to go and 
what they will want to do when they get there. Walmsley and Jenkins (1993) argued 
that tourism and mental mapping are inseparable because investigating how well 
tourists know the areas that they visit, what roads and landmarks they come to know, 
which areas they want to visit and which areas they consider to be unpleasant, is 
essential for better understanding of tourists‟ behavior and perception. Lynch‟s (1960) 
sketch mapping is the most well-known method in environmental research to 
investigate mental maps. Lynch (1960) claimed that each individual had a visual 
image of a city and the image gave the city identity, structure and meaning. He 
                                                             
15 Jenkins, O., Understanding and Measuring Tourist Destination Images; International Journal of Tourism 
Research, 1999. 
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focused on the visual quality of American cities and interviewed a small number of 
residents of Boston, Jersey City and Los Angeles. In analyzing the maps, he was 
concerned with two desirable urban qualities:  image ability, which is the ability of 
object to evoke strong emotions, and legibility, which refers to the pattern or 
organization of the elements of the city that allows them to be seen as a coherent 
whole. Depending on these two qualities, some cities have a very obvious structure 
that is easy to learn, whereas others are more difﬁcult places in which to ﬁnd one‟s 
way around. Lynch (1960) assumed that a city with a clear, coherent image would be 
one that is a pleasure to live in and made his point by comparing Boston with Jersey 
City. Bostonians had no difﬁculty in recognizing the various elements of the cityscape 
and organizing them into a distinctive mental map. In contrast, the residents of Jersey 
City had nothing like a comprehensive view of their city.16 
 
2.2.3. Echtner and Ritchie´s destination image framework 
 
Echtner & Ritchie (1991) suggested that images of the destinations can be based on 
from functional and psycho-logical traits to more unique features, feelings, and auras. 
As it states in Figure 2-4, images of destinations can range from those based on 
'common' functional and psycho – logical traits to those based on more 'unique' 
features, events, feelings or auras. In other words, on one extreme of the continuum, 
the image of a destination can be composed of the impressions of a core group of 
traits on which all destinations are commonly rated and compared. For example, a 
destination's image can include ratings on certain common functional characteristics, 
such as price levels, transportation infra-structure, types of accommodation, climate, 
etc. The destination can also be rated on very commonly considered psychological 
characteristics: level of friendliness, safety, quality of service expected, fame, etc. On 
the o the r end of the continuum, images of destinations can include unique features 
and events (functional characteristics) or auras (psychological characteristics). 
                                                             
16
Son Aram, The Measurement of Tourist Destination Image : Applying a Sketch Map Technique; International 
Jorunal Of Tourism research, 2005. 
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Figure 2-4: The components of destination image 
 
  Source: Echtner and Ritchie, 1991  
 
The proposed definition of destination image involves measuring both at tributes and 
holistic impressions. Each of these components should be measured in terms of 
functional and psychological characteristics. Furthermore, in the process of 
measuring destination image, consideration should be given not only to obtaining 
information on traits common to all destinations but also to capturing those unique 
features or auras which distinguish a particular destination.17 
The framework proposed by Echtner and Ritchie (1993) has three main advantages, 
which made it a popular approach for destination image measurement. First, it uses 
structured and unstructured methodologies for operationalization of all components of 
destination image. Three open-ended questions, which capture holistic functional and 
psychological elements of destination image, as well as its unique component, were 
developed by a panel of academic experts and practitioners in the tourism field.. 
Second, the questionnaire contains a parsimonious set of 35 attribute scales, which is 
used for measuring common, attribute-based elements of destination image. In 
designing the scale, Echtner & Ritchie followed the framework proposed by Churchill 
                                                             
17 Echtner C.; Ritchie B.; The Meaning and Measurement of Destination Image, The journal of tourism studies, 
vol 14, No. 1, May 2003 
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(1979) for marketing studies. Steps such as specifying the domain of the image 
construct, generating a sample of items, purifying the measure using Cronbach‟s 
alpha as an indicator, and iterative factor analysis were conducted. Finally, the results 
can be easily visualized. Echtner & Ritchie (1993) proposed a comprehensive visual 
format for destination image by placing image elements along three pairs of axes, i.e., 
functional-psychological/attribute-holistic, attribute-holistic/common-unique, and 
common-unique/functional-psychological. Placing image elements with the highest 
frequencies in the corresponding plain quadrants provides uncluttered visualizations 
of the main aspects of destination image sufficient for both categorization 
(stereotypical holistic impressions) and differentiation (unique destination features 
and auras) of a given destination.18 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                             
18
Stepchenkova, S.; Russia’s Destination image among American pleasure travelers, Purdue University, 2005  
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Figure 2-5: Attributes Used by Researchers to Measure Destination Image 
 
Source : Echtner & Ritchie 
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2.2.4. Cognitive and affective components of destination image 
 
Both perceptual and affective evaluations form the overall image of a place. The 
cognitive component is the knowledge about the place's objective attributes whereas 
the affective counterpart is knowledge about its affective quality. Hanyu suggested 
that `Affective meaning refers to the appraisal of the affective quality of environments 
while perceptual/cognitive quality refers to the appraisal of physical features of 
environments''. Tuan (1975) noted that an image of environment or place is 
something formed in the human mind in absence of physical environment. 
A common agreement among diverse researchers is that affective evaluation 
depends on cognitive assessment of objects and the affective responses are formed 
as a function of the cognitive ones. This suggests that although a distinction is made 
between the two dimensions, they are also interrelated. The distinction and direction 
of relationship between perceptual/cognitive and affective components has been 
emphasized in various consumer and tourism decision-making models. When relating 
image formation to the destination selection process, Gartner (1993) proposed that its 
cognitive component – defined as the sum of beliefs and knowledge of attributes of 
the object or products, and its affective component are distinct but hierarchically 
related. 
Boulding (1956) and Martineau( 1958) proposed that human behavior is dependent 
upon image rather than objective reality. These early works and subsequent 
embarrassment of the image concept have led to 'image theory' which suggested that 
the world is a psychological or distorted representation of objective reality residing 
and existing in the mind of the individual. It is necessary to understand the 
dimensions that tourists use to form their destination images, as well as the role of 
psychological factors (internal factors) in their formation, in order to improve the 
positioning of tourist destinations in the target markets. An exploration of the nature of 
destination image requires examining the two main streams of research on this topic. 
More concretely, it is necessary to distinguish between the traditional cognitive 
approach and the recent cognitive–affective approach. In earlier studies, only the 
cognitive component of destination image was considered. Recently, cognitive and 
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affective dimensions are jointly captured in studies on destination image. The 
cognitive component refers to the beliefs or knowledge a person has of the 
characteristics or attributes of a tourist destination, while the affective dimension is 
represented by the individual‟s feelings toward the tourist destination.  According to 
Reynolds (1965), the image formation process is deﬁned as the development of a 
mental construct on the basis of a few selected impressions among the ﬂood of total 
impressions. These impressions are elaborated, embellished and ordered in the 
individual‟s mind. In a similar way, Court and Lupton (1997) established that the 
perception of a tourist destination is based on the information processed from 
different sources over time. This information is organized into a mental concept that is 
meaningful to the individual, i.e. destination image. According to Baloglu and 
McCleary (199a), several types of factors can play an important role in the image 
formation process: stimulus factors and personal factors. Stimulus factors refer to a 
physical object or previous experience, while personal factors are represented by the 
individual‟s social and psychological characteristics. In this ﬁeld of the subjectivity, 
social and cultural inﬂuences may be one of the most important factors affecting the 
individual‟s perceptions. Individuals are closely connected to their societies. 
Therefore, culture is a factor that could ﬁlter the individual‟s perception. Sherry 
defined culture as a collection of beliefs, values, habits, ideas and norms of 
individuals. In tourism research, culture has been examined according to the tourist's 
geographical origin. The cultural distance concept is utilized to explain how culture 
affects perception of a tourist destination. In the international business context, 
cultural distance has been conceptualized as the extent to which several cultures are 
similar or different. In a similar way, cultural distance can be deﬁned in tourism as the 
degree of similarity between the tourist‟s cultural values and the culture of a tourist 
destination. In this context, perceived risk associated with a tourist destination could 
be the key to understanding the relationship between cultural distance and 
destination image. 
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3.   SERBIA AS A TOURIST DESTINATION 
 
Serbia has connected West with East for centuries – a land in which 
civilizations, cultures, faiths, climates and landscapes meet and mingle. It is located in 
the center of the Balkan Peninsula, in southeastern Europe. The northern portion 
belongs to central Europe, but in terms of geography and climate it is also partly a 
Mediterranean country. Serbia is landlocked but as a Danube country it is connected 
to distant seas and oceans. Serbia is a crossroads of Europe and a geopolitically 
important territory. The international roads and railway lines, which run through the 
country‟s river valleys, form the shortest link between Western Europe and the Middle 
East. From the agricultural regions of the Pannonia Plain in the north, across the 
fertile river valleys and orchard-covered hills of Šumadija, the landscape of Serbia 
continues southward, gradually giving way to mountains rich in canyons, gorges and 
caves, as well as well-preserved forests. Serbia‟s beautiful mountains, national parks, 
rivers and lakes are the perfect location for an active outdoor holiday – from hunting 
and fishing to extreme sports. Many times during its rich, centuries-long history, 
Serbia has been at the center of Europe‟s and the world‟s attention, out of all 
proportion to its modest size, economic might and number of inhabitants. Many 
lessons on bravery, patriotism and the struggle for freedom can be learned wherever 
you turn in Serbia, as you pass through its cities and regions. The cultural and 
historical heritage of Serbia begins with prehistoric archaeological sites and its legacy 
from classical antiquity. Perhaps its greatest riches, though, are in the many 
mediaeval Serbian churches and monasteries, some of which are included on the 
UNESCO World Heritage list. All year round, numerous cultural, entertainments, 
traditional and sporting events are held in Serbia, demonstrating the creative power 
and spiritual vitality of this country. Today, Serbia is a modern, democratic European 
country, on the path to membership of the European Union, which a diverse range of 
visitors – from young backpackers to participants in congresses and fairs – visit every 
day. Statistically, the most-visited tourist destinations are the cities of Belgrade and 
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Novi Sad, the mountains of Kopaonik and Zlatibor and the spa towns of Vrnjačka 
Banja and Sokobanja.19 
 
Figure 3-1: Facts about Serbia 
 
Source: www.serbia.travel. 
 
                                  
 
                                                             
19
 www,tos.rs 
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3.1. Tourism in Serbia 
 
Thanks to a number of positive trends that happened in Serbia, tourism development 
activities are classified among the most dynamic and propulsive industries, with 
multiplicative effects. From 1990 - 2000th year international tourist traffic has 
increased by over 50 %, while total revenues increased by almost 80 %. Tourism 
gives a strong generator function in a wide range of activities, which are becoming 
more involved in the economic development priorities of many receiving countries and 
their individual parts. Tourism Development Strategy in Serbia has selective approach 
, where the countryside is treated as a priority in those forms of tourism that are 
considered to be selective (particularly emphasize the development of eco - tourism 
village in mountainous areas , which offer a healthy environment, ecological food , 
pleasant atmosphere , an active holiday in nature , ethnographic and other cultural 
and historical values). 
The mission of tourist workers is to cooperate with the state institutions and to 
continue to work on the development and implementation of strategies outlined in 
order for Serbia to become a recognizable and attractive tourist destination for foreign 
visitors in a much greater extent that is now the case. 
In 2013, a total of 6,567.460 overnight stays was realized (which is 1% more than in 
2012.), of which domestic tourists accounted for 4,579.067 (2% less than in 2012.), 
that accounts for 70% of total generated rates. Foreign tourist accounted 1,988.393 
overnight stays (11% more), or 30% of the total number of overnight stays. 
Measured by the number of overnight stays, home visitors mostly stayed in spas 
(43%), followed by mountain resorts (30%). Foreign guests mostly stayed in Belgrade 
(50%), followed by other tourist places (19%). 
From former Yugoslavia countries the largest number of overnight stays in the period 
of 2013 were made by tourists from Bosnia and Herzegovina (145,705 overnights, 
which is 4% more than in 2012.), followed by tourists from Montenegro, Slovenia…. 
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From European countries the largest number of tourist came from Germany, followed 
by Italy and Russia, with slight differences in numbers. Regarding overnight stays 
Russian tourist made more than 120.000 overnight stays, followed by Germany and 
Italy. Italian tourist are the only segment where reduction of tourists and overnight 
stays can be spotted. In 2013 were 14,2% less Italian tourists and overnight stays 
were reduced by 28,5%. 
Table 3-1: Number of International tourist and overnight stays 
      Incoming  
       2013 
%  
2012/2013 
Overnight 
 stays 
Overnight stays 
2012/2013 
Germany 55.468 +9% 107.840 +4,4% 
Italy 43.376 -14,2% 105.985 -28,5% 
Russia 43.070 +36,2% 120.899 +32,1% 
UK 21.855 + 7,7 % 53.161 2,3% 
France 21.747 +7,6% 47.166 +3,2% 
Spain 6.758 +2,6% 17.779 +2,7% 
China 5.783 +20,2% 14.047 +2,8% 
Source: National Tourism Organization of Serbia (TOS)  
 
Economic impact of tourism in Serbia- In 2013 Serbia earned more than € 1.5 billion 
from tourism and welcomed 2,192.435 tourists. Although every year tourism occupies 
an increasing share of countries‟ GDP (in 2014 5, 7%), it is still very low compared to 
neighboring countries, which are direct competitors. For example, Croatia in 2014 
welcomed 12, 4 million tourists and earned € 7, 2 billion. According to estimates of the 
World Council for travel and tourism, direct income from tourism in the 2013 
amounted to 71.9 billion dinars (800 million dollars), which is 1.9% of gross domestic 
product, well below the world average of 2.9% of GDP. Tourism share in GDP of 
Serbia, as expected, far below the region facing the tourism industry– with 12.2% of 
Croatia and Montenegro with 9.8%, but ahead of Bosnia and Herzegovina, with a 
share of 3%. WTTC in 2014 in Serbia expects employment growth in tourism by 5.6 
% that puts Serbia in 20th place, and the growth of tourism's contribution to GDP by 
39 
 
6.2 percent, according to which Serbia is on the 44th place. In long terms WTTC 
forecasts revenue growth of 4.5 percent per year, a growth of employment in this 
sector is 1.2 percent per year. When you look at the total contribution of tourism to 
GDP, which includes investments in travel and tourism, such as the construction of 
the hotels, as well as public investment in services, promotion and purchase of 
services in the tourism sector, pout fuel, cleaning of hotels, catering and IT services 
for travel agents, revenue increases to $ 2.5 billion. This ranks Serbia on 102 place 
out of 184 countries.20 
 
Table 3-2: Foreign currency income from tourism per year 
Year $ € 
2010. 798,4 604,9 
2011. 991,7 710,1 
2012. 906,1 707,8 
2013. 100,5 (+14%) 733 
Source: Republic Institute for Statistics 
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3.2. Attractions21 
 
Towns  
An opulent blend of history, architecture, culture and entertainment awaits you in 
Serbia‟s cities. Subotica, in the far north, offers the baroque radiance of a central 
European city. Novi Sad, with its leisurely but still urban rhythm, exemplifies the 
tolerance and moderation of multiethnic Vojvodina. Belgrade, the capital city that 
never sleeps, captivates visitors with its natural combination of eastern passion and 
European elegance. Kragujevac, the heart of the Šumadija region, was the first 
capital of the modern-era Serbian state. Niš, the birth place of Constantine the Great, 
offers the relaxation of the Orient in the midst of fast-paced modern life. 22 
 
 “This grand city seems to have always been like this: torn and spilt, as if it never 
exists but is perpetually being created, built upon and recovered. On one side it 
waxes and grows, on the other it wanes and deteriorates. Ever in motion and rustle, 
never calm and never knowing tranquillity or quiet. The city upon two rivers, on the 
grand clearing, bound by the winds.” 
Ivo Andrić about Belgrade, writer and Nobel Prize winner 
 
Belgrade, capital of Serbia, is located at the confluence of the Sava and Danube 
rivers. Because of this position, Belgrade is fittingly referred to as the Gateway to the 
Balkans and the Door to Central Europe. It has 1.7 million of inhabitants, and it is the 
fourth-largest city in Southeastern Europe, after Istanbul, Athens and Bucharest. 
Belgrade has many attractions, and the most recognizable are: Kalemegdan- 
Belgrade fortress built in the century, rises above the confluence of the Sava and 
Danube rivers, and it is one of the symbols of Belgrade. Belgrade has also the 
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the Tourist organization of Serbia ( www.serbia.travel) 
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biggest Orthodox temple (Temple of Saint Sava). Belgrade's rivers have a total of 200 
km of riverbank and 16 river islands, of which Ada Ciganlia and Great War Island are 
the largest.  
Novi Sad - In the Serbian language, the synonyms for the word sad (plantation) are: 
garden, yard and bed of flowers. One of the first impressions the city makes is that it 
is a city of well-tended beauty. Its architecture and spirit have been shaped by many a 
nation. Easy-going and surrounded by fertile lowland, Fruška Mountain and the 
Danube, the capital city of Vojvodina is a pearl amongst the Serbian cities. It is also 
called the „Serbian Athens‟, the Danube River Gibraltar and is home to south-east 
Europe‟s largest music festival, EXIT which has earned a global reputation for its 
diversity and cutting-edge music.23 
Subotica is a beautiful stop on the railway that connects Belgrade, Novi Sad and 
Budapest. Located in the northernmost corner of Serbia, the city is accessible via the 
E75 highway, approximately 180 km from Belgrade. Just 8 km from Subotica, Lake 
Palic (Palićko jezero) is 8 km long, 950 meters wide and 2 meters deep. The lake‟s 
healing waters have attracted visitors since the 19th century, when its first spa was 
built. Subotica‟s Horgos Sands wine region formed the bottom of the region‟s 
prehistoric sea more than two millennia ago. Sandy terrain, a moderate continental 
climate and high-quality vineyards produce a pleasant soft bouquet-tasting wine. 
Located 30 km from Subotica, Zobnatica is a must-see destination for the horse 
enthusiast. Zobnatica has a two hundred year long horse-breeding tradition. The 
horse farm features a racetrack and training facility, a riding school, and Fiaker coach 
and hunting carriages. This modern city in Vojvodina is a museum in its own right. Its 
most prominent buildings include the Synagogue (1902), City Hall (1908), the Raichle 
Palace (1904) and the City Library (1894). 
Kragujevac - Kragujevac is the centre of Šumadija and Pomoravlje and the 
neighbouring regions in terms of economy, culture, education, healthcare and politics. 
With over 180,000 residents, it is the fourth largest city in Serbia. Šumadija is 
characterised by its hilly terrain and gentle rolling slopes. The region got its name 
from when the area was rich in forests (šuma means forest in Serbian), which today 
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cover a quarter of the total area. The Kragujevac National Museum has departments 
devoted to archaeology (with over 100,000 exhibits), fine art (with around 1,000 
works), and the ethnography and history of Kragujevac and Šumadija. The Old 
Foundry Museum presents a century and a half of industrial growth in Kragujevac and 
Serbia. Of the many sites of cultural and historical interest in Kragujevac, of special 
note are the Old Church (Stara Crkva), the endowment of Prince Miloš Obrenović, 
built in 1818, the Principality of Serbia Assembly building, the Palace of Prince Miloš, 
the Courthouse, the Amidža Konak, the First Grammar School and the Kragujevac 
October Memorial Park. Many cultural events are held in Kragujevac, the most 
important being OKTOH, the International Anti-War Cartoon Salon, the International 
Festival of Chamber Choirs, the Folklore Showcase, Jazz Fest and the Joakim Fest 
Serbian theatre festival. Kragujevac Aquarium, the first freshwater aquarium in 
Serbia, is a special attraction housed in the Faculty of Science. The 200 m2 exhibit 
has over 250 tanks on display, showcasing the living worlds of the continental waters 
of the Balkans, as well as tropical and subtropical regions. 
 
Natural attractions 
Fruska gora - The Fruska Gora National Park sits on the lone mountain that rises up 
from the Vojvodina plains in the north of Serbia. Fruska Gora is proclaimed a National 
Park in 1960. The higher sections of Fruska Gora consist of thick forests, whereas the 
lower valleys of the mountain contain orchards and centuries-old vineyards. Fruska 
Gora hides 16 orthodox monasteries famous for their specific architecture, treasuries, 
libraries and frescoes and numerous archeological sites from prehistoric and historic 
times as well. Wine tasting at the many vineyards located here is also a popular 
activity. The park has many picnic areas and offers many opportunities for hiking, 
biking, hunting and fishing. 
Tara -The Tara National Park in the mountainous region of western Serbia was 
designated a national park in 1981. Known for its beautiful peaks, thick forests, and 
deep caves, the park‟s highlight is the massive Drina River Gorge, where rafting and 
boat trips are organized. The park is home to the rare Pancic Spruce (Picea omorica), 
43 
 
which dates to the pre-historic Tertiary era. Also in its forests are many varieties of 
wild animals. Waterfalls within the national park are also part of its impressive beauty 
along the course of mountain rivers and streams. 
Deliblato sands - In the south-east part of the Pannonian Plain, i.e. Banat, you can 
find the largest European continental sands. It was formed during the Glacial Age 
from the vast layers of silica-carbon sand and covers near 35 00 hectares. This 
unique mosaic of ecosystems contains typical species of flora and fauna, among 
which many are rare and significant according to international criteria. 
Djavolja Varos (Devil's Town) Located in southern Serbia, Djavolja Varos is an 
interesting natural formation of rock towers that seem to take the shape of a city of 
sorts. The mystery of these formations, being almost sculpture-like, caused locals to 
give it its eerie name, which translates as Devil‟s Town. 
Cave Resava - It is one of the oldest caves in Serbia, some 80 million years old, with 
some of the older formations dating back around 45 million years. Its formation began 
before the Great Ice Age through the chemical and mechanical action of a 
subterranean river running through the limestone bedrock. The interior of the cave 
abounds in numerous and varied halls, channels, galleries, columns, stalactites, 
stalagmites, draperies and flowstone waterfalls. 
 
 
Monasteries  
Unique in their architecture, sculpture and ornamentation, frescoes, icons, 
manuscripts and numerous works of applied art, the monasteries of Serbia have long 
been a focus of attention for tourists and mediaeval art experts alike. 
Studenica is the most important mediaeval Serbian monastery and a major spiritual 
and artistic centre of the Serbian people. It took more than a decade – from 1183 to 
1196 – to create this most beautiful work of Serbian mediaeval architecture. Since the 
12th century when its community was founded, Studenica has never once seen its 
monastic life interrupted. Studenica was founded by Grand Prince Stefan Nemanja, 
founder of the independent Serbian state and of a dynasty which would rule Serbia 
for a full two centuries. With its churches, dining rooms, belltowers and living quarters, 
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Studenica has retained its original function and is a site protected to the greatest 
extent possible under law, and has been on the UNESCO World Heritage List since 
1986. The Studenica monastery is located on the Transromanica Cultural Route. 
Žiča has great significance for the history of the Serbian people and their churches. It 
was here that Saint Sava, the first archbishop of the autonomous Serbian church, 
which gained its independence in 1219, established the seat of the Serbian church, 
crowned his brother as king and ordained the bishops of the newly-founded dioceses. 
Mileseva is one of the most important centres of spirituality and art of the Serbian 
people. It was built in the 1230s by King Vladislav Nemanjić, grandson of Nemanja 
and son of Stefan Prvovenčani. The monastery gained widespread popularity when 
the relics of St Sava were transferred there from Trnovo in 1236. In 1595 the Turks 
took the bones to Belgrade and burnt them in Vračar. A press operated in the 
monastery in the 16th century, in which liturgical books were printed. Until 1228, the 
naos and narthex boasted frescoes of exceptional beauty. The fresco of the White 
Angel on the Grave of Christ is a masterpiece of 13th century Serbian and European 
art. 
Monasteries of Fruška Gora - Across an area 50 km long and 10 km wide, in the 
Fruška Gora hills in the district of Srem, there are 16 Serbian Orthodox monasteries 
built in the late Middle Ages, when the focal point of Serbian culture migrated under 
pressure from Turkish attack to an area situated in what was then the southern 
Kingdom of Hungary. This region of unique culture and historical value has been 
designated a cultural property of exceptional importance to Serbia. 
 
Archeological sites 
The territory of modern Serbia is rich in traces of the past and of ancient civilisations. 
Besides archaeological sites testifying to human presence from as far back as 
prehistoric times, there are also frequent finds of Late Pleistocene animals: 
mammoth, bison and giant deer. Archaeological evidence of human settlement on the 
territory of Serbia dates back to the Paleolithic era, 40,000 BC. The oldest known 
civilisations in Europe date back to the Mesolithic and Late Neolithic – Lepenski Vir 
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(6500-5500 BC) and Vinča (5500-3500 BC). The most abundant examples of 
classical cultural heritage on the territory of Serbia are those left behind by the great 
Roman Empire. The territory of modern Serbia produced 17 Roman emperors, a fifth 
of their total number. Among them was Emperor Constantine – one of the most 
important figures in the establishment of the Christian civilisation. 
 Lepenski vir was the centre of one of the most important prehistoric cultures. At the 
Lepenski Vir site, the remains of religious architecture dating from 6500 to 5500 BC 
have been found. In the middle of the settlement was a large square, a site where a 
variety of rituals were conducted. Based on the shape and proportions of the 
settlement it can be inferred that the builders of Lepenski Vir had a certain amount of 
mathematical knowledge. Around the fireplaces, sculptures were arrayed, made of 
round rocks and representing human figures. Initially just the heads were sculpted but 
in the later phase, the sculptures took on the appearance of full human figures and 
became idols. They were most often given fishlike human heads, with fish or deer 
motifs, with some intriguing inscriptions on them: symbols resembling the coordinate 
system, sketches, letters, numbers and landscapes. 
Trajan's memorial plaque -The Tabula Traiana is an inscription carved into a rock 
beside the Danube in the Đerdap Gorge. It is part of a group of classical monuments 
on the Roman road, which also includes the remains of the bridge built by Trajan 
across the Danube. Translated from Latin, the inscription on Trajan‟s plaque reads, 
“Emperor Caesar son of the divine Nerva, Nerva Trajan Augustus, victor over the 
Germans, Pontifex Maximus, invested for the fourth time as Tribune, Father of the 
Fatherland, Consul for the third time, excavating mountain rocks and using wood 
beams has made this road.” 
Viminacium was one of the most important Roman towns and military encampments 
from the period from the 1st to the 6th century. The civilian settlement next to the 
encampment during the rule of Hadrian (117-138) gained the status of a municipium, 
a town with a high degree of autonomy. During the reign of Gordian III (239) the town 
was accorded the status of a Roman citizen colony and the right to mint local 
currency. Such a status was the highest that could be attained by a town in the 
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Roman Empire. Viminacium was often chosen as a mustering point for troops and a 
starting point in many a military campaign. 
Gamzigrad (Felix Romuliana) is native town of Roman emperor Galerius. Galerius 
raised the palace in the 3rd and 4th centuries in honor of himself and his mother 
Romula, after whom he named it. It belongs to a special category of Roman court 
architecture associated only with the period of the Tetrarchy and is the best-preserved 
example of this style. From the first decade of the 4th to the middle of the 6th century, 
its name changed several times, along with its appearance and primary function. By 
the second half of the 4th century Romuliana was an abandoned palace, and after 
invasions by the Goths and the Huns became a small Byzantine settlement, 
mentioned by the name of Romuliana in a list of towns restored during the reign of 
Justinian. The palace at Gamzigrad had its last lease of life as a fortified Slavic 
settlement in the 11th century. Since 2007, the archeological site Felix Romuliana has 
been listed on the UNESCO World Cultural Heritage List. 
Mediana - Not far from Niš is Mediana, the most famous and prestigious suburb of 
the classical city of Naissus. It was built near the river and the thermal springs, over 
an area of more than 40 hectares. Mediana was built in the early 4th century AD, 
during the time of Constantine the Great, as a residence for use by Roman emperors 
when visiting Naissus. Archaeological excavation has revealed the size and 
splendour of the residence at Mediana. The central area was occupied by a villa 
extending over 6000 m2. The lavish structures, built using columns and hard 
materials, are decorated with mosaics and frescoes. So far some 80 structures have 
been uncovered in ancient Mediana, most of which boast rich and well-preserved 
mosaics that testify to the wealth of the citizens of Naissus. Today the remains of its 
foundations, mosaics and marble figures can be seen, while archaeological finds are 
kept in the National Museum in Niš and the Mediana Museum. 
Spas 
In Serbia there are over 1,000 cold and warm mineral water springs, and a great 
wealth of natural mineral gases and medicinal mud. In over 53 thermal resorts, the 
benefits of which even the ancient Romans enjoyed, spa therapies have been 
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adapted to treat a wide range of health ailments and diseases and involve drinking 
medicinal water or taking medicinal baths. 
Besides the rich medicinal water spas, Serbia is proud, too, of its “climatic spas”, 
which have been designated health resorts thanks to their favourable climates and 
geographic locations. 
Serbia‟s spas have developed into oases of greenery and tranquillity. They are mainly 
located in gentle valleys or on the slopes of hills and are surrounded by forests, 
grassland and orchards. The natural landscape of the spas is complemented by 
cultivated surroundings, parks and walking paths. Modern accommodation, sports 
fields and swimming pools round off the basic health facilities available in the spas. 
Vrnjacka banja - Archaeological findings indicate that the mineral water here has 
been used since classical antiquity. On top of the Vrnjačka Banja hot mineral water 
spring, in the period between the 2nd to 4th centuries, the Romans erected the Aquae 
Orcinae health resort, where soldiers from the province of Upper Moesia and military 
camps on the fortified Roman border along the Danube – known as the Limes – came 
to recuperate and rest. 
Sokobanja is located in southeastern Serbia. The therapeutic qualities of 
Sokobanja‟s thermal springs were known as far back as Ancient Rome. The 
Sokobanja public hamam – steam bath – was first mentioned by Turkish travel writer 
Evliya çelebi in 1663. The start of organised tourism in Sokobanja can be traced back 
to 1837 when the office of Prince Miloš issued a referral („voucher‟) to warrant officer 
Lazarević to have treatment in the spa. The natural therapeutic factors in Sokobanja 
are the thermal mineral springs (with temperatures ranging from 28 to 45.5°C), which 
are used for bathing and inhalation. The Library in Sokobanja has existed for over 
130 years and has over 30,000 books and an international centre for tourism and 
ecological documentation. The Heritage Museum houses archaeological, ethnological 
and historical items. In front of the museum there is an amphitheatre which is used 
during summer to stage theatre productions and literary evenings. A wide variety of 
sporting, cultural and tourist events are held in Sokobanja throughout the year, 
including the First Accordion of Sokobanja, the International Ecological Cartoon 
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Biennale, Sokograd Art Colony, the Golden Hands of Sokobanja, Saint Jovan Biljober 
and Spa Summer of Culture among others. 
Niška Banja was well-known during the time of the Ancient Romans, who in the 2nd 
century capped the Glavno Vrelo spring, building a bath with two pools made of 
multicoloured marble. During the times of Constantine the Great and his successors, 
a bath into which the medicinal spa water flowed was located in the royal settlement 
of Mediana. In 1521, Turkish Emperor Suleiman and his army, who were on their way 
to conquer Belgrade, stopped in Niška Banja to recuperate. While the Turks were in 
power, the spa contained separate baths for men and women, as well as several 
buildings used to accommodate patients. 
Selters Banja - The Selters mineral water is of the alkaline-muriatic carbon acid 
hyperthermal type, has a temperature of 50°C and is highly mineralised (7.8 g/l). The 
mineral waters in Bad Ems (Germany), Royat (France) and Luhačovice (Czech 
Republic) have a similar chemical composition. The water has been used in 
treatments since 1893 and bottled since 1900. It received awards at exhibitions in 
Brussels in 1906 and London in 1907. Selters mineral water is used as a therapeutic 
resource in hydrotherapy and kinesiotherapy and is inhaled in steam form and drunk. 
 
Mountain Resorts 
The vast majority of Serbia‟s territory is dominated by mountains, from the Pannonian 
hills in the north all the way to the borders with Montenegro, Albania and Macedonia 
in the south. 
Kopaonik gained its name from the Serbian word kopati which means „to dig‟ 
because of the rich ore resources which were mined here for centuries. Due to its 
valuable ecosystem, Kopaonik became a national park in 1981. Kopaonik mountain is 
especially beautiful for its distinctive landscape of dense coniferous forests (spruce 
and fir) at higher elevations and mixed beech and oak forests on its slopes, pastures 
and meadows and prominent peaks from which views extend to the Šar Mountains 
and the Komovi and Stara Planina mountains. Kopaonik lends itself to active 
relaxation throughout the year and is the largest and best-known Serbian ski centre. 
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Stara Planina The stunning beauty of its unspoilt nature makes Stara Planina the 
most beautiful mountain in eastern Serbia and one of its most important areas for 
tourism. It is a natural treasure of exceptional importance and is a protected nature 
park. 
Zlatibor Owing to the continental and Mediterranean climate and air currents, which 
can only be found here, the harmonious relationship between wooded areas of firs, 
pines and spruces and spacious meadows populated with beautiful plants, rivers and 
streams, the unpolluted air, healthy and clean water, a large number of annual sunny 
days, the hospitality of the people and the beautiful ski slopes, Zlatibor has become a 
renowned summer and winter tourist hotspot with the longest tourist tradition of any of 
Serbia‟s mountains. Zlatibor is one of the largest conference tourism centres in 
Serbia, with a large number of conferences and seminars being held here all year 
round. 
 
Festivals 
Exit is an award winning summer music festival which is held at the Petrovaradin 
Fortress in the city of Novi Sad. The festival was founded in 2000 in the University 
park as a student movement, fighting for democracy and freedom in Serbia and the 
Balkans. After the democratic changes happened in Serbia. Exit moved to the 
Petrovaradin fortress in 2001. Nonetheless, social responsibility is still a very 
important aspect of the festival activities. 
Exit has won the 'Best Overseas Festival' award at the UK Festival Awards in 2007, 
'Best Major Festival Award' in 2013 and was ranked one of the 10 best major festivals 
at European Festival Awards 2009, 2010, 2011 and 2012 and one of the 10 Best 
Overseas Festival at UK Festival Awards 2013. It was officially proclaimed as the 
'Best Major European festival' at the EU Festival Awards, which were held in 
Groningen in January 2014. The EU Festival Award is considered one of the most 
prestigious festival awards in the world, and for the 2014 ceremony 620 000 people 
voted, choosing between 360 festivals from 34 countries. 
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Guca - The village of Gucha in the Dragacevo district, peaceful and colorful part of 
western Serbia , has gained world fame owing to its Assembly of Trumpet Players, 
the largest trumpet event on the planet. The love of the people of Dragacevo for 
music, especially for the trumpet, began in the rule of Prince Milos Obrenovic, who 
ordered the formation of the first military band in 1831. The first Dragacevo Assembly 
of Trumpet Players was held on October 16, 1961 in the yard of the Church of Sts. 
Michael and Gabriel in Gucha. Initially, it was a very modest Assembly - almost 
subversive for the prevailing political circumstances of that time. 600,000 visitors 
make their way to the town of 2,000 people every year, both from Serbia and abroad. 
Elimination heats earlier in the year mean only a few dozen bands get to compete. 24 
 
 
 
 
 
 
 
 
 
 
 
                                                             
24
 http://www.guca.rs/ 
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 4.   METHODOLOGY 
 
4.1. The study settings 
 
In order to answer researches questions the survey was designed using E&R 
attributes. E&R suggest 35 attributes, from which 28 was chosen for this 
survey(apprendix). The central part of this study was to assess the image of Serbia 
as a tourist destination as held by Italian travelers. The image measurement 
approach followed the framework developed by Echtner & Ritchie (1993), who 
suggested a combination of structured and unstructured methodologies to assess 
destination image along the following dimensions: attributes – holistic, functional – 
psychological, and common – unique 
. 
The holistic component is captured by two open-ended questions, proposed by 
Echtner & Ritchie: 
 “What images or characteristics come to mind when you think of Serbia 
as a travel destination? 
 “How would you describe the atmosphere or mood that you would expect 
to experience while visiting Serbia? 
The first question is functional, while the second one is more psychologically oriented. 
The uniqueness dimension is assessed by the item: 
 “Please list any distinctive or unique tourist attractions that you can think 
of in Serbia”. 
 
The attribute-based component is measured by a series of scale items that range 
from tangible, or functional to intangible, or psychological. These attributes also 
represent a common dimension of a destination, since every destination can be 
evaluated on the basis of these general criteria. 
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Table 4-1: Serbia‟s Destination Image Attribute Items 
Attribute Survey Item 
1) Scenery Serbia is known for its beautiful scenery 
2) Costs Cost in Serbia are lower respect other 
European destinations 
3) Climate Serbia has a very favorable climate 
4) Tourist sites/Attractions Serbia has a large variety of tourist attraction 
to visit 
5) Nightlife and entertainment Serbia is famous for its nightlife and 
entertainment 
6) Sports facilities/Activities Serbia is a country of sports 
7) 8)  Hunting Serbia has a large number of hunting 
reserves 
8) National parks/Wildlife activities Serbia is a country of rich ecosystem and 
species diversity 
9) Architecture/buildings There is a lot of interesting architecture in 
Serbia 
10) Historic sites/ Museums Numerous historical sites and museums 
exists in Serbia 
11) Shopping  facilities There aren‟t a lot shopping facilities 
12) Cities There are many attractive cities in Serbia 
13) Spa Serbia is known for its many spa cities 
14) Fairs, Exhibits, Festivals Serbia has all kinds of fairs and festivals 
15) Combined Trips Trips to Serbia can be easily combined with 
trips to other countries 
16) Cleanliness Local standards of cleanliness are high 
17) Personal safety Serbia is a safe place to visit 
18) Economic development Standard of living in Serbia is high 
19) Political stability Serbia is politically stable country 
20) Hospitality/Friendliness Serbia is country of exceptionally warm and 
hospitably people 
21) Different customs/culture Very distinctive customs and culture exists in 
Serbia 
22) Different cousin/ food and drink There is exotic local cuisine 
23) Relaxing Serbia is restful and relaxing place to visit 
24) Atmosphere Serbia has a very friendly and welcoming 
atmosphere 
25) Opportunity for adventure Serbia is a good place for adventure tourism 
(skiing, kayaking, mountain…) 
26) Fame/reputation Serbia doesn‟t have very good reputation in 
world media 
27) Accommodation  Serbia has  few quality hotels 
28) Restaurants Good restaurants are easy to find 
29) Propensity to visit/ Behavioral I will visit Serbia in the next 5 years 
Source: Own illustration 
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4.2. Background information of the survey 
 
The questionnaire consisted of three parts. Three open-ended questions from Part 1, 
were directly linked to research questions 1, 2, and 3 about the stereotypical, 
affective, and uniqueness aspects of Serbia‟s destination image. Questions on 
whether a respondent had visited Serbia before, and had friends or relatives in 
Serbia, were included to obtain information for testing hypotheses 1 and 2. Question 
about the affective images and familiarity with the destination information provided the 
basis to test hypotheses 1 and 2 for textual survey responses. 
In Part 2, 28 attribute-based questions measured on 1 to 5 scale, where value “1” 
corresponded to Strongly Agree and value “5” corresponded to Strongly Disagree. 
Evaluations of 25 Serbia‟s destination attributes, together with information about 
familiarity with the destination obtained from Part 1 provided the basis to test 
hypotheses 2 for attribute-based items. Part 3 asked the respondents for their 
demographic characteristics: gender, the highest level of education they had 
obtained, their age and marital status. One of demographic characteristics – age, was 
used to test hypotheses 3.  
The descriptive research method was used in order to gain knowledge of Serbia‟s 
destination image among Italian travelers. The definition of the descriptive research 
method refers to the method used to describe data and characteristics used to 
describe the population. The purpose of using the descriptive research method is to 
acquire accurate, factual, systematic data that can provide an actual picture of the 
data set that are reviewed. Using the descriptive method it is possible to look at the 
image of Serbia in the eyes of people living in Italy in general. It is very essential, as it 
is an easy and quick way to collect a great number of opinions about Serbia among 
Italian travelers. The goal of this method is to create a valuable questionnaire and 
then create a statistic. The questionnaire was created in Italian language (Appendix 
A), than translated in English (Appendix B) for the purpose of this thesis. The 
questionnaire was created with the help of Google Drive programme. For the data 
analysis the Excel programme was used, as it is widely used for analysis of statistic 
data. 
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The questionnaires were given to a random selection of Italian people in Pisa, 
Tuscany, between 28th May and 15th Jun 2014. Moreover, online questionnaires were 
sent to Italian friends and to people in a social network who attend fan groups of 
Serbia or liked fan pages of Serbia. 
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 5. Results 
 
In this chapter, the results from the surveys will be presented. First, the results from 
the unstructured survey will be laid out. Then the results from the structured survey 
will be presented. 
 
5.1. Responded profile 
 
There were 71 respondents participating in the research. 37 respondents were male 
and 34 were female. In the Table 5-1, respondents were divided into 3 age groups: 
from 18 to 35, from 36 to 55, from 56 and older. According to the Table 5-1, the most 
numerous age group is 18-35 years old with 38 respondents. The second big-gest 
group is 36-55, where there were 18 respondents. Finally, the smallest is the group of 
people from 56 and older with 15 respondents. 
 Table 5-1: Age groups 
 
Age group 1 
 Number 
25 years and younger 13 
26-35 years 25 
Total 38 
 
Age group 2 
36-45 years 11 
46-55 years 7 
Total 18 
 
Age group 3 
56-65 years 7 
66 years and older 8 
Total 15 
Source: Own illustration  
According to Table 5-2 there are 21 visitors and 50 non visitors. From respondents 
who have visited Serbia most of them are highly educated ( Bachelor‟s  (7) and 
Master‟s (7)). The biggest age group is the first group (18-35 years old) with 38 
respondents. Majority of non-visitors have finished high school (48%). There are 19 
single and 31 married respondents. In the group of visitors there are 11 single and 10 
married respondents. 
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Table 5-2: Visitors vs. non-visitors 
Variable Visitors Non visitors 
Gender 
Male 
Female 
Total 
 
18 
3 
21 
 
19 
31 
50 
Education 
Elementary   school 
High school 
Bachelor’s Degree 
Masters’ Degree 
PHD 
Other 
 
 
0 
                        4 
7 
7 
3 
1 
 
 
 
0 
                       24 
12 
10 
1 
3 
 
Age 
18-25 
26-35 
36-45 
46-55 
56-65 
66 and older 
 
 
0 
8 
4 
3 
4 
2 
 
13 
17 
7 
4 
3 
6 
Marital status 
 
Single 
Married 
 
 
11 
10 
 
 
19 
31 
                  Source: Own illustration 
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Familiarity Levels Sample Sizes 
Table 5-3 shows how many respondents have already visited Serbia and how many 
of them has friend and family in Serbia. From 21 visitors there are 16 who have 
friends and relatives in Serbia, and there are 18 male respondents and 3 female.  
From 50 non-visitor respondents there are 17 who have friends and family in Serbia, 
and there are 19 male and 31 female respondents. 
Table 5-3:  Familiarity Levels Sample Sizes 
 Visitors Non-visitors Total 
Friends or relatives 
in Serbia 
16 17 33 
No friends or 
relatives 
5 33 38 
Total 21 50 71 
Source: Own illustration 
 
When asked about the sources of information in 3th question, which led them to hear 
about Serbia, only a few of the respondents referred to the internet (7%), about 22% 
referred to other sources like school or history. Respondents who heard about Serbia 
from friends were 35%, and those who heard from news were 36% 
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Figure 5-1: Source of information 
 
Source: Own illustration 
 
 
5.2. Unstructured survey 
 
There were 3 open-ended questions which were mandatory to answer. Here is a brief 
summary of the answers for open-ended questions. The complete list of answers is in 
the appendixes C, D and E. 
In order to find out what stereotypical mental images Italian travelers associate with 
Serbia, responses to survey item Q4 (What images or characteristics come to mind 
when you think of Serbia as a travel destination?) were analyzed. The image results 
were coded and two functional holistic image groups emerged. The biggest category 
was named culture and people. The second category was named nature and 
scenery. For the first group the results are: War (8), fun (6), culture (5), Belgrade (5), 
Tito (4), music (4), food (4), people (3), rakia25 (3), nostalgia(3), monasteries (3), 
economic(3), Yugoslavia(2), sport (2), Kalemegdan (2)….26  
                                                             
25 Rakia is an alcoholic beverage , similar to brandy and vodka, made by distillation of fermented fruits 
26
 The number in the brackets shows how often the adjective was mentioned by the participants 
35% 
7% 
36% 
22% 
Source of information 
From a friend
Internet
News
Other
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The second category nature and scenery images that emerged are: nature (8), sea 
(5), parks (4), mountains (4), landscape (4), lakes (4), forest (3), rivers (3), cold (3), 
sun (2), rain (1), wind (1).  
The results from question number five (How would you describe the atmosphere or 
mood that would expect to experience while visiting Serbia?) were examined and this 
is a number of atmosphere/mood image for Serbia that appeared: happy people (9), 
welcoming (7), fun (6), underdeveloped (4), tranquility (4), relaxing (3), poverty (3), 
nice (3)… 
The image results from question 6 (Please list any distinctive or unique tourism 
attraction that you can think of in Serbia?) question were also coded and a number of 
unique places emerged, along with other places that cannot be considered unique to 
Serbia. The number in the brackets shows how often the place was mentioned by the 
participants. First the places that are unique for Serbia: Beograd (23), Novi Sad (5), 
Kalemegdan (4), kafana (4), Exit Festival (3), Kopaonik mountain (3), Vojvodina (2), 
Tara mountain (2). Next are places not unique to Serbia: Danube (7), parks (4), 
monasteries (3), forests (3)… 
Overall, respondent had some general knowledge about Serbia. Only 14 respondents 
out of the 71 participants in the survey wrote that they didn‟t know anything about 
Serbia in one, two or all three open ended questions. Possibly, if respondents have 
had more time to think it over, they would have recalled some/more facts about 
Serbia. One of the stereotypical images that emerged was sea. Serbia doesn‟t have 
sea, and this is due to very similar image that all former Yugoslavia republics have in 
the mind of travelers from the western European countries. 
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5.3. Structured survey 
 
Prior to analyzing the attribute-based items, negatively formulated statements, three 
in total (Q2-11, Q2-16, Q2-24, Q2-26,) were re-coded in positive for the consistency 
of measurement and ease of results interpretation. The initial attribute-based survey 
items were measured on 1 (Strongly Agree) to 5 (Strongly Disagree) Likert scale.  
Table 5-4: All respondents perception 
                                             All respondents 
Destination attributes Mean SD 
Tourist sites/Attractions 3.67 0.98 
Atmosphere 3.96 0.93 
Different customs/culture 3.92 0.99 
Hospitality/Friendliness 3.91 1.01 
Costs 3.90 1.03 
Combined trips 3.84 1.02 
National parks/Wildlife activities 3.74 0.98 
Relaxing 3.70 0.98 
Sports facilities/Activities 3.69 1.05 
Fairs, Exhibits, Festivals 3.68 0.94 
Scenery 3.66 1.18 
 Hunting Reserves 3.56 1.04 
Historic sites/ Museums 3.56 0.94 
Restaurants 3.49 0.99 
Cities 3.48 1.03 
Climate 3.46 0.89 
Personal safety 3.42 1.12 
Opportunity for adventure 3.42 1.08 
Different cousin/ food and drink 3.41 1.14 
Nightlife and entertainment 3.39 1.13 
Spa cities 3.38 0.91 
Architecture/buildings 3.38 0.98 
Propensity to Visit 3.34 1.36 
Political stability 3.11 1.06 
Shopping  facilities 3.04 0.82 
Cleanliness 2.98 0.93 
Accommodation 2.94 0.95 
Fame/reputation 2.65 1.1 
Economic development 2.53 0.75 
                   Source: Own illustaration 
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Smaller mean values on a particular destination attribute indicated more favorable 
assessment of this attribute for Serbia. In Table 5-4 the attributes are arranged from 
most to least favorably assessed, based on the whole sample of responses. 
Attributes are considered positively or negatively assessed if their mean is below or 
above the neutral “3.00” value respectively. 
Table 5-5: Visitors‟ vs. Non-visitors‟ Perceptions 
                                                                                                
Destination attributes 
Visitors Non-visitors t-test 
 
Mean 
 
SD 
 
Mean 
 
SD 
p-
value 
1) Scenery 3.81 1.25 3.60 1.16 0.26 
2) Costs 4.14 0.96 3.8 1.05 0.95 
3) Climate 3.43 0.98 3.48 0.86 0.42 
4) Tourist sites/Attractions 3.95 0.97 3.56 0.97 0.06 
5) Nightlife and entertainment 3.71 1.19 3.26 1.08 0.07 
6) Sports facilities/Activities 4.05 1.12 3.54 0.99 0.04 
7) Hunting 4.10 1.04 3.34 0.96 0.02 
8) Wildlife activities 3.90 1.22 3.68 0.87 0.22 
9) Architecture/buildings 3.61 1.07 3.28 0.93 0.10 
10) Historic sites/ Museums 3.52 1.08 3.58 0.88 0.41 
11) Shopping  facilities 2.76 0.94 3.14 0.76 0.06 
12) Cities 3.71 1.05 3.38 1.01 0.11 
13) Spa 3.52 0.98 3.32 0.89 0.21 
14) Fairs, Exhibits, Festivals 4.00 0.95 3.54 0.91 0.33 
15) Combined Trips 3.95 1.12 3.80 0.99 0.29 
16) Cleanliness 2.81 0.87 3.02 0.96 0.17 
17) Personal safety 3.71 1.15 3.30 1.09 0.08 
18) Economic development 2.67 o.79 2.48 0.73 0.18 
19) Political stability 3.43 1.12 2.98 1.02 0.06 
20) Hospitality/Friendliness 4.00 1.18 3.88 0.94 0.34 
21) Different customs/culture 4.05 1.16 3.88 0.92 0.28 
22) Different cousin/ food and 
drink 
3.48 1.43 3.38 1.01 0.39 
23) Relaxing 3.90 1.09 3.62 0.92 0.15 
24) Atmosphere 4.19 1.12 3.58 0.83 0.11 
25) Opportunity for adventure 3.24 1.13 3.50 1.05 0.18 
26) Fame/reputation 2.33 1.19 2.70 1.01 0.07 
27) Accommodation 2.90 1.04 2.96 0.92 0.41 
28) Restaurants 3.81 1.24 3.36 0.85 0.07 
29) Propensity to Visit 3.38 1.32 3.32 1.39 0.43 
                 Source: Own illustration 
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As can be seen from the table 5-5, visitors group have a more favorable assessment 
of Serbia‟s destination attributes in most cases, except in climate, historic sites and 
museums, shopping facilities, cleanliness, opportunity for adventure and 
accommodation. 
 
Table 5-6: Perception in order of age groups 
                                                                                         Age group 1 Age group 2 Age group 3 
Destination attributes Mean SD Mean SD Mean SD 
30) Scenery 3.29 1.33 4.16 0.78 3.00 0.84 
31) Costs 3.92 1.12 3.89 1.13 3.87 0.64 
32) Climate 3.37 0.94 3.88 0.83 3.20 0.68 
33) Tourist sites/Attractions 3.37 0.99 4.17 0.62 3.87 1.06 
34) Nightlife and entertainment 3.34 1.26 3.55 0.92 3.33 1.05 
35) Sports facilities/Activities 3.47 1.22 4.11 0.76 3.73 0.70 
36) 8)  Hunting 3.24 0.94 3.77 1.00 4.13 1.06 
37) National parks/Wildlife activities 3.42 1.00 4.00 0.78 4.27 0.88 
38) Architecture/buildings 3.21 0.96 3.39 0.91 3.80 1.01 
39) Historic sites/ Museums 3.55 1.06 3.17 0.62 4.07 0.70 
40) Shopping  facilities 3.13 0.93 2.83 0.78 3.00 0.53 
41) Cities 3.23 1.02 3.89 0.90 3.60 1.05 
42) Spa 3.18 0.86 3.61 0.69 3.60 1.18 
43) Fairs, Exhibits, Festivals 3.60 0.94 3.89 0.83 3.60 1.05 
44) Combined Trips 3.65 1.14 4.05 0.80 4.07 0.88 
45) Cleanliness 2.92 0.96 3.00 0.91 3.27 0.88 
46) Personal safety 3.29 1.18 3.66 0.90 3.47 1.19 
47) Economic development 2.39 0.71 2.78 0.80 2.73 0.80 
48) Political stability 2.78 1.07 3.72 0.82 3.20 1.01 
49) Hospitality/Friendliness 3.89 1.11 3.94 0.94 3.93 0.88 
50) Different customs/culture 3.81 1.03 4.17 0.98 3.71 1.14 
51) Different cousin/ food and drink 3.21 1.18 3.67 1.14 3.60 0.98 
52) Relaxing 3.58 1.06 3.78 0.88 3.93 0.88 
53) Atmosphere 3.74 1.00 4.34 0.77 4.07 0.88 
54) Opportunity for adventure 3.42 1.11 3.55 0.85 3.27 1.28 
55) Fame/reputation 2.87 1.21 2.50 1.04 2.47 0.74 
56) Accommodation  2.94 0.98 4.00 0.99 2.94 0.88 
57) Restaurants 3.37 1.05 3.44 0.85 3.87 0.99 
58) Propensity to visit 3.78 1.25 3.44 1.19 2.07 1.03 
    Source: Own illustration 
 
 
63 
 
The difference in rating attributes of visitors and non-visitors isn‟t that grate, in most 
cases the difference is in a few decimals. Only attribute that was rated positively by 
visitors and negatively by non-visitors is political stability, while cleanliness was rated 
negatively by visitors and neutrally by non-visitors. Shopping facilities were rated 
negatively by visitors and positively by non-visitors.  The attribute not influenced (p 
value>0.5) by visitors and non-visitor perception is costs. It will be positive no matter 
what. 
To test the hypothesis 3 attributed-based items were analyzed in order of age groups. 
The image of Serbia was examined by looking at the perception of subgroups, to see 
if there were any differences from the whole sample. Three age groups were created 
by combining age groups, as can be seen in Table 5-6, to test the difference in 
image. Results revealed that age group 2 (N=18) had a different image of Serbia from 
that of the whole sample but age group 3 (N=15) had nearly the same image of the 
destinations from that of the whole sample. The age group 1 (N=38) had slightly more 
negative image of Serbia than other groups as can be seen in table 5-6.  
 
According to radar map group 2 and group 3 have similar scores for attributes 
economic development, wildlife activities, hunting and cities. All three groups have 
similar scores on costs, nightlife and entertainment, shopping facilities, fairs and 
exhibitions, cleanliness, personal safety and hospitality/friendliness. The greatest 
differences can be seen in attributes like accommodation, propensity to visit, scenery, 
wildlife activities, hunting and political stability.  
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Figure 5-6: Radar map for comparing age groups attribute image 
 
Source: Own illustration 
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6. Discussion 
 
In this chapter, the results of the study will be compiled and discussed in relation to 
the research questions and hypotheses made in chapter 1.1. Also, some positioning 
and branding ideas for Serbia will be put forth. Finally, the study´s limitations and 
future research will be discussed 
 
6.1. Serbia viewed as tourist destination 
 
        Results from the unstructured survey indicate that Italian travelers strongest 
holistic image of Serbia is connected with events that happened in the last decade of 
the 20th century. Although the first image that comes to mind when Italian travelers 
think about Serbia is war, following images are nature and fun. It is interesting that 
one of the strongest attributes associated with Serbia is sea, although Serbia doesn‟t 
have a sea. The image following are Tito, Belgrade and Yugoslavia, that shows that 
the image of Serbia and its boundaries is still unclear, and that Serbia doesn‟t really 
have a defined picture in the world and that there is still confusion about the former 
Yugoslav republics. 
 
Results from the structured survey indicate that the image tourists in general have of 
Serbia as a tourist destination is of a country that: 
 
  is believed to be friendly, fun and welcoming but underdeveloped and poor 
 possesses scenic and natural beauty 
 that is culturally rich 
 
If these results are compared to the results of research that has been carried out by 
University of Novi Sad on the perception of foreign tourists on the image of Serbia, 
some similarities can be observed. This study found that knowledge of foreign visitors 
about other cities and tourist attractions (spa, mountains, cities) in Serbia is very low 
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(only 30% of respondents). But 70 % of respondents heard about Belgrade. Almost all 
foreign visitors associated Serbia with wars from the recent past. 27 
Belgrade seems to be the most distinctive tourism attraction in Serbia. About 20% of 
respondents could not name any attraction in Serbia, which is a solid result because 
Serbia hardly advertises in Italy. Except for the occasional newspaper article or 
presentation in one of the tourism fairs held in Milan or Rome, Serbia has no 
presence in the Italian media as a tourist destination. About Serbia is mostly heard on 
the news, in contexts that are far away from tourism, or from friends. Tourist 
Organization of Serbia is actively working to promote tourism of the country, but there 
are some drawbacks due to limited financial resources. Other tourism organizations in 
Serbia are primarily focused on providing advice and supply clients with promotional 
materials. In their work, there is no clearly defined marketing strategy, as a way of 
promotion, which would secure a better place in the minds of consumers.  
Regarding some Serbia‟s attribute tested in this research, Italian travelers who have 
visited Serbia have more realistic picture. Political stability is rated positively by 
visitors, and negatively by non-visitors. This image that non-visitors have about 
Serbia as politically non stable country can be explained probably by Serbia‟s past. 
On the other hand people who visited Serbia have the opposite and realistic picture 
on this matter -61% of respondents chose top two boxes-Strongly agree and Agree, 
while 40 % of non-visitors choose the box Neither agree or disagree, which leads to 
the conclusion that non-visitors have poor knowledge of current political situation in 
Serbia. 
 
The strongest attribute of Serbia in Italian travelers mind is atmosphere followed by 
different customs/culture and hospitality/friendliness. The attributes that had the 
lowest scores are economic development, fame/reputation, accommodation and 
cleanliness. All these attributes have negative scores. 
Hospitality/friendliness of the local population is a very important attribute of the 
destination image (Harris, 1972, Crompton, 1979). Attribute-based 
                                                             
27 Armenski, T.;Zakic, L.; Dragin, A., “The perception of foreign tourists on the image of Serbia”, University of 
Novi Sad, Ministery of Science,  2008. 
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“hospitality/friendliness” item indicated that visitors thought Serbian people to be 
friendlier (mean 4.00) than non-visitors (mean 3.88), but still this is a very high result 
for bout categories, and Serbia should take this advantage that has and use it. It can 
be said that there are certain gaps in the framework of the tourist offer of Serbia. The 
process of its formation began twenty years ago and since have not been modernized 
or even approached to international standards. Some of the disadvantages of tourism 
are definitely a lack of strategic positioning and fact that Serbia is unrecognizable on 
the tourist map of the world, inadequate and outdated structure of the total 
accommodation capacity, lack of variety of tourism products that would be able to 
attract foreign visitors attention, inadequate possibility to access many parts of Serbia 
that are rich in attractions, inconsistency price and quality… 
Visitors see Serbia as country that has a good atmosphere and it is economic, while 
non-visitors see Serbia as a country that is friendly and has different culture and 
costumes. Both visitors and non-visitors scored costs very high on the table. What is 
evident is that visitors have a better image of Serbia, as reflected by higher scores 
(mean) in which they rated Serbia‟s attributes. 
Serbia as a destination evokes positive images like happy people, welcoming and 
fun. Negative images that Serbia evokes are mainly regarding development of 
country and cold weather. It is notable that travelers still have prejudice about Serbia 
and that that influences the image they have. Stereotypical images are mostly linked 
to other Balkan countries as well with socialistic past that Serbia has.  
 
Results from the perceptual map of age groups indicated that younger tourists (under 
35 years of age) hold a different image than older tourist. They see Serbia as 
economic destination with hospitable people and rich culture and costumes and they 
have higher propensity to visit. At the other hand the 3rd age group see Serbia as 
being more of a nature country with historic sites and museums.  
Among people who expressed the desire to visit Serbia there were 34 non visitors 
and 10 visitors, 21 had friends or relatives in Serbia. In this study, 48% of 
respondents were considering a trip to Serbia in the next five years (Strongly Agree 
and Agree answers), and 26.8% of the respondents were strongly considering it. 
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More than one quarter, 23.9%, were undecided, another indication that the image and 
benefits from visitation are currently unclear. The share of people who did not 
consider a trip to Serbia in the next five years was almost 30% (15.5% - Disagree and 
12.7% - Strongly Disagree).  
 
As stated in Tourism Development Strategy of the Republic of Serbia the approach to 
tourism positioning of the Republic of Serbia can be derived from a combination of 
several identified strategic advantages, which are directly related to the tourist 
product and that can be implemented immediately, without reserve, and with minimal 
investment, globally commercialized. It is an approach that is based on the following 
assumptions and components: 
1) the value of the exchange and recognition of the Danube as a strategic European 
continental tourism resources in its most attractive part integrates a number of 
Serbian tourist attractions; 
2) The key attractiveness advantage of Belgrade who, after Vienna and Budapest, is 
the third "Danube" metropolis with strong characteristics of cosmopolitanism, 
hedonism and gastronomy; 
3) Crucial geostrategic position of the Republic of Serbia in the context of Central and 
Eastern Europe, whose stability greatly affect the stability of the EU as a whole. 
Bearing in mind all exposed, keywords defining the overall brand of the Republic of 
Serbia should be: 
1) Serbian culture; 
2) People tend to entertainment; 
3) Serbian art and literature; 
4) Hospitality to people with an open heart; 
5) The passion and pride; 
6) A combination of traditional and modern. 
 
When the results of this survey are confronted with the Strategic development plan of 
Serbia, the conclusion is that Serbia is on a good way to change the image as a 
tourist destination in Italian market. The strategy concentrate on the friendly people, 
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welcoming atmosphere, Danube river, Belgrade, etc. And each of these attributes is 
well positioned in the perception of the Italian travelers. What is necessary is that 
marketing campaign should be developed. Good marketing campaign will arouse the 
interest of travelers to come to Serbia and get to know it better. This strategy also 
points out that Serbia should be seen as a clean, safe and as destination that is 
economically developing, but this is not the case by this survey results. These three 
attributes are the lowest-ranking of all. Republic of Serbia should take steps which will 
seek to improve the image of the following attributes. All three attributes are crucial 
for improving the overall image of Serbia as a tourist destination and shouldn‟t be 
ignored.  
 
6.2. Limitations 
 
Only 71 people have participated in the research, because the researcher had a 
limited time. Thus, a recommendation for further studies is to conduct a more 
comprehensive research with a larger number of respondents participating in it. Then 
the findings will be more reliable. The limited number of survey responses did not 
allow for testing the results on a different sample to address the question of the 
reliability of the results with new data, as was recommended by Churchill (1979) as 
well as Echtner & Ritchie (1993). To keep the desirable case/variable ratio, more 
responses or fewer attributes were needed. The visitors group within the whole 
sample (n=21) was also too small to compare the Serbia‟s image factors as perceived 
by visitors and non-visitors. Given the number of attributes (28), much larger visitors 
group was needed to obtain a desirable case/variable ratio. The unstructured and 
structured surveys were administered to a convenience sample, so their findings 
can´t be generalized onto the population. The results should however give a good 
idea about the image Italian travelers have of Serbia as a tourist destination. The 
respondents were asked to submit all their evaluations, open-ended and scaled, at 
the same time. Although open-ended questions were placed into the first part of the 
online questionnaire, it was possible for the respondents to return to the open-ended 
questions and change the answers after they had had more information from the 
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scaled items. Future studies could correct this problem by incorporating the control 
function into the questionnaire, so that responses to Part 1 are submitted separately 
from those of Parts 2 and 3, as suggested by Echtner (1991). 
In the structured survey, no attempt was made to find out if the attributes used were 
the attributes that tourist think that they are important parts of their image of 
destinations. It is a possible that some other attributes should have been used in the 
survey. 
Researcher noticed while collecting data that respondents often made decisions 
about the attributes based on the experience with The Former Yugoslav republics. 
For example this way of thinking was very often heard while respondents were filling 
out the survey -I do not know whether Serbia has spa cities, but I know that Slovenia 
has, so I guess that also Serbia has them. This type of thinking leaves a lot of room 
for doubts on the accuracy of the study and evaluated attributes.  
 
6.3. Future research 
 
Serbia‟s destination image is undoubtedly influenced by the country‟s image. 
However, it is not clear to what degree. Therefore, it is important to assess how 
Serbia‟s destination image is affected by the often not so positive coverage of Serbia 
in the EU general media. The question whether these two images can be separated 
in the minds of potential travelers to Serbia has direct relevance to successful building 
of a positive image of Serbia as a travel destination. 
Italy is only one of the markets in which Serbia as a tourist destination should be 
placed. Serbia should investigate its image in the whole world as well as in individual 
countries and to find a way to differentiate itself from other former Yugoslav republics. 
This fact is supported by results of the study conducted at the University of Novi Sad 
on Serbia‟s competitiveness. In this study interviewees were asked to indicate their own 
group of the most competitive destinations. The majority (90%) created their own 
group of the following countries: the neighboring Hungary, FYR Macedonia, Bosnia 
and Herzegovina, Montenegro, Croatia, as well as Slovenia. As it can be concluded, 
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Serbia‟s biggest competitors are surrounding countries which offer similar tourist 
product, the fact which is primarily the result of similar natural resources. 
In order to get more accurate assessments the image of Serbia as a tourist 
destination should be examined at three levels. It should be investigated at pre-travel 
level, during visit level and post visit level. To do this and see the difference in image, 
it is important to use the same attributes. Evaluation of Serbia‟s destination attributes 
is another area for future research. An empirical study by Crompton (1979) shows 
that not all image attributes equally influence the tourist‟s decision-making process. 
Measuring the importance attached to every destination attribute might provide a 
more accurate evaluation as to the possibility of a positive decision to visit a 
destination for different groups of visitors. 
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     APPRENDIX A 
                                                                               Questionario 
 
1. Ha mai visitato la Serbia?                       Si                       No 
2. Ha amici o parenti  serbi?                       Si                        No 
3. Dove ha sentito parlare di Serbia? 
• sul telegiornale 
• su internet 
• da un amico 
• altro_______________________ 
4. Quali immagini o caratteristiche Le vengono in mente quando pensa alla Serbia come meta 
turistica? 
 
 
 
 
5. Come descriverebbe l'atmosfera o l'ambiente che si aspetta di vivere visitando la Serbia? 
      
6. Elencare qualsiasi meta turistica tipica della Serbia? 
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Al fine di conoscere qual é la sua percezione della Serbia La preghiamo di rispondere alle seguenti 
affermazioni con: 
5-Pienamente d'accordo;  4-Abbastanza d’accordo;  3-Né accordo  nè disaccordo; 2-Poco d'accordo; 
1-Per niente d’accordo 
 
1.  La Serbia è conosciuta per le sue bellezze 
paesaggistiche                     
              1            2            3            4            5 
2. In Serbia spenderesti meno rispetto alle altre 
destinazioni europee 
1            2            3            4            5 
3. La Serbia ha una clima mite  1            2            3            4            5 
4. La Serbia ha una grande varietà di attrazioni  
     turistiche da visitare 
1            2            3            4            5 
5.  La Serbia è famosa per la sua vita notturna e  
divertimento 
1            2            3            4            5 
6. La Serbia è un paese dedito allo sport 1            2            3            4            5 
7. La Serbia ha un gran numero di riserve di caccia 1            2            3            4            5 
 
8.  Ci sono molti edifici con architettura 
interessante 
1            2            3            4            5 
9.  In Serbia esistono diverse città attraenti 1            2            3            4            5 
10. La Serbia è nota per le sue numerose città   
       termali 
1            2            3            4            5 
11. Non ci sono tanti centri commerciali 1            2            3            4            5 
12. Serbia è un paese ricco di ecosistemi e 
      varietà di specie 
1            2            3            4            5 
13. La Serbia ha differentii tipi di fiere e festival 1            2            3            4            5 
14. Sono presenti numerosi siti storici e musei  1            2            3            4            5 
 
15. Visitando la Serbia si ha la possibilità di visitare 
altri paesi adiacenti 
1            2            3            4            5 
16. Standard di pulizia non sono alti 1            2            3            4            5 
17. La Serbia è una destinazione sicura per  visitare 1            2            3            4            5 
18. Standard di vita in Serbia è alto 1            2            3            4            5 
19. La Serbia è un paese politicamente stabile 1            2            3            4            5 
20. La Serbia è un paese di persone  accoglienti e  
       ospitali 
1            2            3            4            5 
21. Costumi e cultura presenti in Serbia sono 
uniche nel suo genere 
1            2            3            4            5 
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22. Serbia ha la cucina locale esotica 
 
1            2            3            4            5 
23. Serbia è posto rilassante per visitare 1            2            3            4            5 
24. La Serbia ha pochi alberghi di qualità 1            2            3            4            5 
25. Serbia è una buona posto per il turismo 
d'avventura  (sci, kayak, alpinismo...) 
1            2            3            4            5 
26. La Serbia non ha buona reputazione  
      nel mondo 
1            2            3            4            5 
27. La Serbia ha un'atmosfera molto cordiale e       
       accogliente 
1            2            3            4            5 
28.  Ristoranti sono facili da trovare 1            2            3            4            5 
29. Visiterò la Serbia nei prossimi 5 anni               1            2            3            4            5 
 
 
Al fine di elaborare le risposte ottenute abbiamo ancora bisogno di alcune informazioni personali per 
le quali garantiamo assoluta riservatezza. 
1. Sesso:                 
 Maschile                
 Femminile 
2. Livello di istruzione completata: 
 Istruzione elementare 
 Diploma superiore 
 Laurea triennale 
 Laurea magistrale 
 Dottorato 
 Altro_____________ 
 
3. Anno di nascita:______________ 
4. Stato civile:                   
 Sposato                       
 Celibe/Nubile 
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APPRENDIX C 
 
Quali immagini o caratteristiche Le vengono in mente quando pensa alla Serbia come 
una meta turistica? 
Penso al paesaggio e al mare. 
Laghi, montagne e querra 
città dove trovare cultura architettura e 
divertimento e paesaggi naturali molto 
belli  
Economica, divertente  
paese rurale pieno di boschi e fiumi, 
storia arte e chiese ortodosse bellissime  
divertimento 
città antiche, cultura etc.. 
Sinceramente quasi nessuna 
Sinceramente quasi nessuna 
Penso a Belgrado simbolo della nazione 
con i suoi vari monumenti e alla cucina 
Serba. 
i fiumi,le montagne, il cibo.. 
Guerra 
Forse c'è il mare ma non ne sono sicura.  
Nessuna in particolare 
Sole, caldo, mare, montagne, erba, gente 
gentile, frutta, verdura 
"la città europea  
bella architettura 
cultura e arte " 
Sole, gente, cibo, natura 
Un bel paese con la gente gentili e aperti 
 
Il lungo fiume e un forte di cui non ricordo 
il nome a Belgrado 
kafana, musica folk, rakia 
Musica, monasteri e calcio 
freddo, neve e vento, calcio 
Guerra 
guerra e mare 
montagne e mare 
I castelli medievali, la natura, tutto nel 
verde, il cibo gustoso. 
non lo so 
economica, natura e guerra 
Lo sport, alcol 
nightlife, classic cities ... 
non lo so 
Pallacanestro, pallanuoto, partite di 
calcio, la natura 
Mi piacerebbe visitarla per conoscerla 
nessuna 
Con nostalgia di 30 anni fa 
Paesaggi naturali, parchi, laghi 
Non la conosco 
La penso come un posto freddo 
Ospitale accogliente 
montagne e mare 
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Sinceramente niente, mi dispiace  
poverta, paese dei contrasti, divertente 
La capitale Belgrado con tanti pub e tanta 
musica, il fiume Danubio, le campagne e 
i laghi.. 
Un posto interessante dove le tradizioni 
sono caratteristiche della serbia. 
economica 
paesaggi belli, guerra e Tito 
Non so  
Tito e guerra 
mare, sole e montagne 
Grappa 
Gitani suonatori 
Parchi 
Kafana" 
Belgrado, divertimento, parchi, grappa 
 Non lo so 
Danubio e natura 
Freddo 
Non so 
Boschi, fiume Danubio 
Il capitale Belgrado 
Tito e natura 
Jugoslavia, nostalgia, natura, piogga 
Jugoslavia, guerra, Tito 
Natura e monasteri 
Nostalgia, socialismo 
Danubio 
Boschi, alcol, feste 
Ospitale accogliente 
Non lo so 
Mare e le isole 
Monasteri 
Natura 
Laghi e parchi 
Cultura e il cibo 
 
 
 
 
 
 
 
 
 
 
 
84 
 
 
 
Come descriverebbe l'atmosfera o l'ambiente che si aspetta di vivere visitando la 
Serbia? 
Mi aspetto un paese moderna e rurale 
allo stesso tempo.  
Divertente 
cordiale e ricco di cultura  
Sia cordialità sia furbizia 
molto cordiale e sopitale 
calorosa, in Serbia mi sento sempre più a 
casa che a casa 
solare !  
Cordiale 
Cordiale 
Non ne ho idea 
un atmosfera molto rilassante,con la 
gente rilassante e la musica in ogni 
angolo... 
Molto accogliente 
Mi immagino un clima abbastanza 
freddo. Un ambiente sterile. 
Caldo e gioioso 
Emozionante e tranquilla 
tranquilla e pulita 
Simpatico, gentile, bello 
Non so 
Abbastanza semplice senza 
esagerazione di lusso. Pulito, tranquillo e 
vicino alla natura. 
Gente aperta e alegra, molto divertente 
molto alcol e festoso  
accoglente e tranquilla 
"L'hotel è comodo, vicino al centro della 
città.  
I prezzi non alti. " 
non lo so 
piacevole 
Calorosa e aperta 
streets full of beautiful, and hospitable  
people 
non lo so 
Cordiale, accogliente 
Penso che gente allegra 
Povero 
Un paese tranquillo e in continua crescita 
economica e politica 
accogliente ed ospitale 
Non saprei dire 
l'atmsfera puo essere fredda 
atmosfera piacevole e moltissimo 
divertimento 
L'ambiente accogliente 
Penso che siano ospitali e molto 
divertenti 
Ambiente vivace 
Gente ospitale ma povera 
gente allegra, tranquillita' 
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in generale un'atmosfera accogliente ma  
giovanile, rilassante e divertente a 
Belgrado. In campagna invece, immagino 
un'atmosfera più familiare e tranquilla 
dove le persone anziane conducono una 
vita semplice vivendo di agricoltura e 
pastorizia.... la semplicità! 
Piacevole ed accogliente. 
molto esotica 
Allegra, amichevole 
non lo so 
atmosfera rilassante e divertente 
bella natura e gente cordiale 
Semplice e in fermento 
Accogliente, allegra, alcolica  
accogliente, festoso, grandi abbuffate, 
musica di zingari 
Culturalmente povero...  
gente molto allegra ma povera, 
sottosviluppato 
divertimento, gente molto aperta 
amichevole e romantica 
 
 
 
 
Atmosfera triste, Sottosviluppato 
Gente felice e cordiale 
Gente alegra, poverta' 
Gente molto bella 
Ricco di cultura 
speranzoso 
Amichevole  
Sottosviluppato 
Atmoshera molto aperta e amichevole 
Amichevole 
Rilassante e sottosviluppato 
Poverta' 
Non lo so 
Vivace 
Non lo so 
Non so 
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Elencare qualsiasi attrazione turistica tipica della Serbia? 
Belgrado 
 Monasteri 
Belgrado e festival Exit 
Kalemegdan Fortress 
Tvrdjava Beograd, rafting tara, kopaonik,  
tuzla 
Djavolja Varos, fortezza di Golubac, 
Djerdap, Tara Nacionalni Park, i 
monasteri del Kosovo e Metochia e della 
Raska (Gracanica, Pec, Decani, 
Sopocani, Studenica), le città d'arte 
(Belgrado, Novi Sad) 
sarebbe un ottima idea :D  
Il parlamento 
Il parlamento 
"museo di nikola tesla 
 la casa dei fiori dove è sepolto Tito 
Kalemegdan" 
festival musicali, paesaggi naturalistici 
Belgrado 
Non ne so nessuna. 
Non ne conosco 
Non so 
la vecchia città 
Belgrad, fume Dunaj 
 
Non gli conosco 
"Grappa 
Gitani suonatori 
Parchi 
Kafana" 
Belgrado 
Città di Belgrado, Kopaonik 
sport, 
Novi Sad,Belgrado 
Belgrado, Exit 
kafana 
Belgrado 
Monasteri 
I castelli.... 
Belgrado 
Kopaonik, Danubio 
Belgrado 
 
non lo so 
Belgrado 
Mi spiace non ne conosco 
Non lo so 
 
non lo so 
Non so 
non lo so 
Caccia 
Belgrado 
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Danubio, Belgrado 
Danubio  
Belgrado 
Belgrado, Novi Sad 
Belgrado 
Novi Sad, Exit 
Danubio 
Monasteri, Novi Sad 
Belgrado 
Vojvodina e Novi Sad 
Parchi, Kafana, Danubio 
Non lo so 
Non mi viene al mente nessuna 
Grappa 
Montagne 
Belgrado 
Parchi. Danubio. boschi, l'architettura 
specifica 
Belgrado 
Belgrado, Vojvodina 
Kalemegdan, chiese ortodosse 
Belgrado, Danubio 
non ne conosco 
Kafana, parchi, grappa 
Montagne, Belgrado 
Boschi e fiumi 
La grappa 
Belgrado 
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